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Philadelphia Record 
Classified Advertising Medium 


The merchants who use the classified advertis- 
ing columns of the newspapers are shrewd 
business men, and they only advertise in publi- 
cations which will bring them profitable returns. 


During the month of November, 1902, THE 
PHILADELPHIA RECORD printed 
67,372 lines of classified advertising more 
than during the same month last year. 

This, in itself, is obvious proof of the fact that 
classified advertisers are patronizing THE 
RECORD more extensively than ever. Their 
reason is BECAUSE RESULTS ARE 
BETTER, SURER AND QUICKER. 


THE RECORD has the Largest 
Paid Circulation in Pennsylvania. 





Rate for Display Advertising, 25 cents a line 
gross, subject to discounts 





ALL CLASSIFIED ADVERTISING 
ONE CENT A WORD, WHEN PREPAID. 











NEW YORK OFFICE: ADVERTISING MANAGER, CHICAGO OFFICE: 
611 TEMPLE COURT, PHILADELPHIA. 1002 TRIBUNE BUILDING. 
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City trade and country trade—both 
are valuable. To secure one use the 


city papers, to obtain the other the Local 
Country Weekly mustbe employed. More 
than fifty millions of people live in the ~ 
country and can be reached through 
their local papers. To try to accomplish 
the object in any other way would be. 
rather expensive and unsatisfactory. 


The 1,500 local weeklies of the Atlantic Coast Lists reach 
one-sixth of all the country readers of the United States. One 
electrotype only needed. Catalogue booklet for the asking. 


One inch—six months—$1,200. 


ATLANTIC COAST LISTS, 


134 Leonard St., New York. 
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CANADIAN GOVERNMENT’S 
METHOD OF ADVERTIS- 
THE NORTH- 
WEST 


ING 


The movement of farmers from 
the United States into Canada, 
which is now in full swing, and 
which, it is estimated, will result 
in the transfer of a million people 
within five years, is usually attri- 
buted to the attractive power of 
cheap and fertile land. This is 
like accounting for John Wana- 
mzker’s success by saying that he 
has sold the right goods atthe right 
prices. The success of the Can- 
adian Northwest, like the success 
of any other business, is the result, 
as a matter of fact, of skillful and 
daring advertising. 

When the present Prime Minis- 
ter of Canada, Sir Wilfrid Laurier, 
came into power in 1896, he 
chose, as Minister of the Interior, 
Hon. Clifford Sifton, “the young 
Napoleon of the West,” as he has 
been called because of his big ideas 
and his splendid ability as an or- 
ganizer of great movements, and 
gave him a free hand in the man- 
agement of immigration affairs. 
Mr. Sifton is a Manitoban, and 
an enthusiastic believer in the fu- 
ture of Canada’s great unoccupied 
territory, as all Manitobans are. 
He set out to capture all kinds of 
people as immigrants—Huns, Ga- 
licians, Doukhobors—any class who 
would “take up land” and set out 
acrop. But the people he partic- 
ularly sought were the farmers of 
the United States, and most es- 
pecially the farmers of the West. 
He knew the splendid qualities of 
these people and their fitness for 
pioneer work, and he was ready to 
spend any money and undertake 
any labor in order to win them. 
Almost his first act was to appoint 
Mr. Will J. White, then editor of 
the Brandon, Man. Sun, and 
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President of the Northwest Press 
Association, as Press Agent for the 
Immigration Department. Mr. 
White’s business was to boom the 
new country, and he was given 
money and power and time—noth- 
ing expected of him but results. 
Mr. White found himself “up 
against a chilly proposition,” to 
use the picturesque language of the 
West. The farmers of the United 
States, even those living near the 
Canadian border, firmly believed 
that good land and liveable cli- 
mate stopped at the boundary line. 
To go to Canada, they were sure, 
would be to freeze or starve to 
death. No amount of talk would 
move such people, so, on the home- 
ly principle that “seeing is believ- 
ing,” Mr. White first proceeded to 
bring his“country before the very 
eyes of the people, and also to 
bring the people to his country. He 
procured samples of wheat and 
other grains grown in the Canad- 
dian Northwest, and also had pho- 
tographs made showing the people 
actually at work on some of its 
big farms. These he exhibited at 
the fall fairs throughout the 
Northwestern States. At the same 
time, he made friends of the news- 
paper men throughout the terri 
tory in which he was working, anc 
organized excursions of the Press 
Associations of the several States, 
by means of which he was able to 
show to hundreds of country edi- 
tors the advantages his govern- 
ment offered to those seeking 
cheap and good land. 

Knowing as well as anybody 
needed to know, the humaneness of 
the country editor, Mr. White. 
having prepared his ground, pro- 
ceeded to “talk business.” The 
Canadian Government was ready 
to spend good money for adver- 
tising, and it did not expect to get 
“notices” and “write-ups” always 
for nothing. A regular newspa- 
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per advertising campaign was en- 
tered upon, carried on with skilled 
assistance and run on the best 
business principles. The greater 
part of the money for this service 
was spent through the readyprint 
and boilerplate houses of Chicago, 
but the big advertising agencies 
of New York and other cities were 
dealt with, and separate contracts 
with special newspapers were made 
wherever it seemed to be advan- 
tageous to do so. The first result 
of this vigorous campaign was an 
immense correspondence with 
farmers who were looking for 
cheaper land and more room. The 
“follow up” system made necessary 
by this correspondence has been 
equally well thought out and or- 
ganized. Not only is there an 
army of agents whose business it 
is to visit localities where there 
seemed any probability of a con- 
siderable movement of population 
to the new territory, but literature 
descriptive of the capabilities of 
the several sections of the Domin- 
ion has been prepared by experts, 
printed by the ton, and distributed 
with a liberal yet discriminating 
hand. One of the principal docu- 
ments sent out is an “Atlas of 
Western Canada,” 48 pages and 
cover, giving fifteen maps, includ- 
ing the World, North America, the 
Dominion, the several Provinces 
and special sectional maps of the 
portions to which settlers are in- 
vited, also many halftone views 
illustrative of the scenery and the 
farming and ranching life of the 
country. This fine pamphlet is 
printed in runs of hundreds of 
thousands by the Rand-McNally 
Co., of Chicago, and is understood 
to cost the Canadian government 
a fraction under eight cents a 
copy. The natural result of this 
great national advertising cam- 
paign on the part of the Dominion 
government has been to turn the 
attention of millions of American 
farmers to the wheat lands of the 
north. Speculators, finding that 
population was likely to move 
northward, have gone ahead to 
buy up farming lands, large blocks 
of which were in the hands of 
railroad and colonization com- 
panies: and these speculators, in 
their turn, have become the inter- 
ested and enthusiastic advocates of 





the movement of farmers to the 
north. By their influence, thou- 
sands of columns of descriptive 
matter are appearing in the news- 
papers of the Northwestern States 
describing and praising the new’ 
land of promise. Thus the north- 
ward migration has assumed the 
proportions of a‘ great national 
movement, brought on years before 
it would otherwise have taken 
place by commonsense advertising. 


—- +o ad 
OH! THE ELOQUENCE OF THE 
MIGHTY DOLLAR! 

Advertisements should be businesslike, 
There are no frills about business. It 
is a matter of fact, direct. Of all 
things on earth, business is most serious 
as well as most important. It is not 
only the foundation, but the super- 
structure, as well, of modern civiliza- 
tion. Men who sell are in earnest. 
Those who earn their money by_ labor 
know that it is hard to get, and they 
part with it as a necessity to their be- 
ing. To be sure, je J do not spend it 
reluctantly or gingerly, but they part 
with it in the consciousness that it is 
a most important matter that each dol- 
lar shall represent and bring return of 
one hundred cents. Coarse jokes and 
ribald jests and vulgar slang in adver- 
tisements are not likely to cause buyers 
to open their purses. A common say- 
ing is, “It is money that talks.” This 
should be paraphrased by the advertiser 
into, “It is the goods that talk.—Stoves 
and Hardware Reporter. 

= +o 


Everyone thinks he knows how to 
make a new proposition successful—yet 
few succeed—because they do not 
know as much as they think they do. 
Their alleged knowledge is superficial— 
is is not deep rooted.—The Advtsor. 

——+o+—___ 
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THE MILLION 
ENTIRELY SOLD OUT 


The one million edition 
of the Christmas Ladies’ 
Home journal was com- 
pletely sold out on De- 
cember 1oth, fourteen 
days after publication, 
with not a remaining 


copy on hand. 


THE CURTIS PUBLISHING CO. 
Philadelphia 


























6 PRINTERS’ INK. 
THE “PATENT INSIDES.” 


MILwaAukeEE, Nov. 28, 1902. 
Editor of Printers’ Ink: 

My attention has been called to the ar- 
ticle that has gone the rounds of the print- 
ers’ trade papers as to the origin of patent 
insides. As briefly as I can tell the story, it 
was dictated some years ago to a biographer. 
If you will print it 1 shall feel obliged, besides 
you will add to the truth of the history of the 
art of typography. Sincerely yours, 


In answer to the question as to 
how he came to originate the prac- 
tice of printing country newspa- 
pers partly upon one side, at a 
central office, with news and gen- 
eral advertisements, and partly at 
home offices with the local news 
and local advertisements, Mr. 
Aikens says: “I first conceived the 
idea when an apprentice to the 
printing business in the Spirit of 
the Age office in Woodstock, Ver- 
ment, in 1846. Two or three of 
the printers of the office had gone 
to the Mexican war, and they were 
short-handed in December of that 
year to set the type for President 
Polk’s Message to Congress, so 
two pages of the Boston Herald 
were ordered printed with the mes- 
sage and sent up to the Wood- 
stock paper, who printed two pages 
of home advertising and reading 
matter, making four pages. The 
paper was dated, I believe, De- 
cember 10, 1846; that paper I have 
in a bound form. Some time before 
this we had printed a continued 
story in the Spirit of the Age, en- 
titled ‘The Story of a Feather,’ if 
I remember rightly, by Douglas 
Jerrold. This story, and Mrs. 
Caudle’s Curtain Lectures, by Jer- 
rold, were very popular with the 
newspapers, and _ several were 
printing them as serials, and it oc- 
curred to me when setting the type 
for the weekly instalments that 
some other boys weredoingthe same 
in other offices and that a lot of 
unnecessary work was being done. 
It also occurred to me that the 
printing of the matter in common 
could be concentrated in one office, 
and I determined if I ever had an 
office large enough, I would try and 
print several newspapers off from 


the same forms, putting the gen- 
eral advertisements and the gen- 
eral miscellaneous matter on the 
one side, and the loca! matter and 
local advertisements on the other 
side. According to this conception 
I did, in 1864, in the office of the 
Evening Wisconsin commence to 
print newspapers on this plan, and 
they came to be called ‘Patent 
Insides,’ ‘Co-operative Papers, 
and various trade names. There 
are now over 8,000 papers printed 
on my plan; more than half of 
all weekly papers in the United 
States. It ought to be mentioned 
that the idea of printing miscellan- 
eous reading matter insheets and 
sending them out to country news- 
papers as a part of the country pa- 
per had been practiced in England, 
although at the time the idea came 
to me I had not heard of it. But 
the idea of coupling the advertis- 
ing, which is paid for, with the 
general reading matter, was orig- 
inal with me, and was originally 
practiced in the Evening Wisconsin 
office in 1864, under my personal 
charge. And it was this idea alone 
which gave national character to 
the ‘patent inside.’ The Madison 
Journal (Wisconsin) preceded Mr. 
A. N. Kellogg, and furnished 
twenty-five or thirty papers with 
one side of miscellaneous matter, 
without paid advertisements, serv- 
ing Mr. Kellogg’s Baraboo Re- 
public. When Mr. Kellogg opened 
his office in Chicago, 1865, the 
Evening Wisconsin office was servy- 
ing over one hundred papers in all 
parts of the United States, with 
sheets much cheaper, with gen- 
eral advertising. I personally in- 
stalled an office in New York, Cin- 
cinnati, Nashville and Chicago, 
now known as the Newspaper 
Union Lists. Nearly all of the or- 
iginal managers of these offices 
are dead. Col. Meservey, Chas, 
Strong, Mr. Brown, Mr. Norwood 
and their assistants have passed 
over. My junior partner all these 
years, John F. Cramer, is Presi- 
dent of the Chicago Newspa 
Union and its branches. But few 
of the people now connected with 
the ‘patent inside’ business were 
born when I conceived and u 
the idea upon which the business 
is conducted.” 
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Advertising in 


The Sun 


(DAILY and SUNDAY) 
in November, 1902, increased 
13,115 agate lines, as compared 
with the same month a year 
ago—a gain of more than two 
full pages of advertising each 
day, or about 50%—exceeding 
the gain of any other daily 
newspaper. 


Saal 


The Gain in the 
Evening Sun 


during the same period was 
98,090 lines—not quite two 
full pages each day, but an 
increase of more than 735%, 











New York, December 1, 1902 
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A PREACHER ABOUT AD- 
VERTISING. 

I have no patience with that code 
of ethics that forbids a physician, 
lawyer, or minister advertising. 
Such a code may have been all 
right fifty years ago, but it is all 
wrong now, when advertising has 
become a fine art, and one of the 
greatest powers in the world. li 
a merchant has good goods to sell, 
he is not blamed for saying so, and 
some of our great masters of mer- 
chandise pay their leading adwrit- 
ers princely salaries for present- 
ing what they have to say in an 
artistic, inviting manner. The great 
insurance companies are not slow 
in using this mighty lever to suc- 
cess either. And, in fact, nearly 
all the business firms of the age 
now advertise. It is said that 
John Wanamaker spends $600,- 
ooo a year for printers’ ink. A 
Boston cocoa firm spends $150,000 
annually. Many baking powder 
makers spend each enough to start 
a dozen ordinary banks every sea- 
son. And medicine manufacturers 


exhaust the dictionaries trying to 
find words with which to suitably 
exploit the virtues of their drugs, 
expending millions of dollars in 


before the 


keeping their names 
It pays or 


great reading public. 
they wouldn’t do it, The Good 
Book declares that “the children 
of darkness are wiser in their day 
and generation than the children 
of light,” and nowhere else does 
this text apply with such force as 
in the matter of reaching the at- 
tention of the masses. For several 
years the cry has been coming up 
from all quarters, “Empty pews!” 
Preachers of all denominations 
have mourned the decline of in- 
terest in their services. But is it 
wholly the fault of the public? 
Perhaps the masses have not been 
advised of the fact that anything 
is going on at the churches. The 
theaters are full. But they con- 
stantly advertise. One cannot get 
away from their announcements 
—on billboards, in the papers, 
through dodgers, etc. Now, if a 
clergyman has prepared a good 
sermon, why not announce the 
theme as widely as possible, and 
invite the public in a business-like 


manner to come and hear him? It 
is not enough to merely announce 
bis plans from the pulpit to a few 
scores of regular hearers, or to 
distribute a few hundred cards, or 
to write out several dozen mimeb- 
graph letters and mail to the eleet. 
‘These are worn-out methods— 
good enough as far as they go, but 
they stop far too short of the 
mark in this busy, bustling age. | 
see no good reason why a preacher 
should not have erected one hun- 
dred billboards in the locality of 
his church, and have a committee 
of workers keep them pasted full 
of up-to-date announcements. He 
should be permitted to hang an at- 
tractive card in every street car 
passing his church. Instead of 
hundreds, he should print tens of 
thousands of cards, tickets of ad- 
mission, tracts, etc., for regular 
distribution. But, best of all, he 
should be permitted to use the 
space columns of the daily papers. 
After twenty years’ study of the 
subject, I believe that judicious 
newspaper and magazine advertis- 
ing is the best kind of advertising 
that money can buy. For years | 
have made it a rule to contract for 
space in the papers in the cities 
where I have preached, and it has 
paid me abundantly in increased 
audiences and collections. The 
preacher should cultivate the ac- 
quaintance of every reporter and 
city editor in his field if possible, 
and by all means get a “stand-in” 
with the business manager, who 
will generally be found to be kind- 
ly and accommodating to churches, 
making a special rate for anything 
they want in the way of space ad- 
vertising. At present I run my 
church announcements regularly in 
the amusement columns of the 
Chicago dailies. Not that I am in 
the business of amusing the pub- 
lic, but because more people scan 
that column than any other, and it 
is the attention of the reader | 
want, and I get it. I most sincere- 
ly advise every theological semi- 
nary to add a course in advertising 
to its curriculum. No _ preacher 
should be considered ready for his 
life’s work until he has learned 
something about this immense sub- 
ject.—Dr. Geo. F. Hall, Pastor of 
the Bush Temple of Music, Chir 
cago, in Mahin’s Magazine. 
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THE BINGHAMTON HERALD’S NEW LOCATION. 


FACE THESE FACTS. 


FIRST—Binghamton Grows.—Population (with immediate 
suburbs) 1880, 17,000; 1890, 35,000; 1900, 43,000 
SECOND—Binghamton Does Business. —130 industries, 

8,000 operatives. World’s largest shoe factory. Second 
largest cigar producing city of United States. 70 pas- 
senger trains daily. 
THIRD—Binghamton Handles Money. — Clearing-House 
totals for 1901, $19,192,200. Post Office gross receipts 
for year ending June 30, 1902, $129,439. 38. 
FOURTH—Binghamton’s Favorite Newspaper.—A _ busi- 
ness men’s canvass of the city and suburbs proves that 
the Herald has a city circulation surpassing the combined 
city circulation of the REPUBLICAN and the LEADER ; also 
that the Herald has more than 4,000 exclusive city 
subscribers. 
FIFTH—The Herald’s Circulation.—The Evening 
Herald’s sworn average daily circulation: 
January ist to July Ist, 1901, Was - - 9,613 
aK ioos, “** = 10,251 
For 9 mos. to October Ist, 1902, was - 10,281 
Now morethan~ - = 6 11,000 
For Rates, etc.. address 
N. M. SHEFFIELD, SPECIAL REPRESENTATIVE, 


84-85 TRIBUNE BUILDING, U. S. EXPRESS BUILDING, 
NEW YORK. CHICAGO. 
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HE following is a list of General Advertisers 
in the East who are reaching Pacific Coast 
patronage through CALL ads. It’sa pretty 
long list, but not quite complete yet. 
IS YOUR NAME IN IT?’ 
IF NOT, WHY NOT? 


You don’t imagine that all or any of these people are 
paying us large sums annually just for fun. If CALL 
ads pay them, 


C A L ADS WILL 
PAY YOU. 


There are 60,000 CALL subscribers you can’t reach any 
other way. Don’t you care to reach them ? 


American Tobacco Co. 


val ore 227 Ud | Annheuser-Busch Brewing Assn. 


di / — ee —_ 
J y ’y. OF | aker & Co., alter. 
aaver 1SiNg gy or Pills. 
° on Ami. 
in the |  Borden’s Condensed Milk. 
Bowen-Merrill Co. 


Wancls Bradfield Regulator Co. 
San Francisco apse eee 


C ‘A I L Carter Medicine Co. 
~ Chichester Chemical Co. 
/ : nae mag ed — - 
Y74 olumbia Scientific Academy. 
auring L901 Cook Remedy Co. ; 
dia dh / Cuticura Remedies. 
CNCECEAELA Dead, Mens s ounpeny. 
ry Monopole Champagne. 
} IY P Duffy’s Whiskey. 
by /O Le Vv Ce nt ee ga Co. 
‘airbanks & Co. 
that of I goo. Fallopia-Lynn Co. 
Force Food Co. 
Foster, Milburn & Co. 
Fougera & Co. 
; . ya cd Co. 
ae rain- 
circulation Te ee Nisan 
. Herpicide. 
in the homes Himrod Mfg. Co. 


Hood’s Sarsaparilla, 


: H-O. 
tells thi r Hostetter & Co. 
Hunter Whiskey. 
story. | Hunyadi Janos. 








Foreign 
advertising 
in the 
San Francisco 
CALL 


during 


October, 1902, 


exceeded 
that of 
any month im 
the 
/ustory 
of the paper. 


60,000 
circulation 
in the homes 
tells the 
story. 
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International Navigation Co. 
Johnson, Holloway & Co. 
Kilmer & Co. 

Knapp Med. Co. 

Laird & Lee. 

Lalance & Grosjean. 
Liebig Co.’s Ext. of Beef. 
Lothrop Pub. Co. 
Lyon’s Tooth Powder. 
McClure, Phillips & Co. 
Malta Vita. 

Mellin’s Food. 

Miles Med. Co 

Mumm & Co. 

Munyon’s Remedy Co. 
Pabst Brewing Co. 
Page, L. F. 

Paris Medicine Co. 
Parker & Co. 

Pears Soap. 

Peruna. 

Physicians’ Institute. 
Pinkham Med. Co. 

Piso Consumption Cure. 
Naren a Co. 
Pyramid Drug Co. 
Radway & Co. 

Regal Shoes. 

Ripans Tabules. 
Robinson Pub. Co. 
Royal Baking Powder Co. 
Rumford Chemical Co. 
Schlitz Brewing Co. 
Scott’s Emulsion. 
Smart Set. 

Sorosis Shoes. 

State Medical Institute. 
Sterling Remedy Co. 
Stuart Remedy Co. 
Swift Specific Co. 

Town Topics. 

Vichy Calestins. 
Warner’s Safe Cure. 
Wells, Richardson Co. 
Wilson Whiskey. 
Winchester Arms. 
World’s Dispensary. 
Youth’s Companion. 


Write for advertising rates. 


JOHN D. SPRECKELS, Proprietor, 
W. 5. LEAKE, Manager, San Francisco, Cal. 


STEPHEN B. SMITH, 


Advertising Representative, 


30 Tribune Bldg., New York. 


C. GEORGE KROGNESS 
Advertising Representative, 


Marquette Bldg., Chicago, Il. 
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QUAKER CITY POINTERS. 
(By John H. Sinberg.) 


Holiday shopping in Philadel- 
phia is in full sway, and Chestnut 
street, Market street and Eighth 
street during all hours of the day 
act as ready reminders that the 
season for buying presents is here. 
From conversations with several 
of the managers of the largest de- 
partment stores I glean the infor- 
mation that holiday shopping com- 
menced earlier than usual. “You 
see,” said the assistant general 
manager of one of the biggest de- 
partment stores in the Quaker 
City, “most of the stores have 
made immense improvements dur- 
ing the past year, and nearly all 
of them started to advertise Christ- 
mas goods away in advance of the 
time usually assigned for such ad- 
vertising in past years. Competi- 
tion this year is decidedly more 
keen than last year. Gimbel 
Brothers have opened their new 
store, which is acknowledged to 
be the largest department store in 
the world, and, in order to do the 
business commensurate with the 
enlargement, the number of buyers 
must of necessity be greatly aug- 
mented. A new. store (Blum 
Brothers) entered the field, and, 
from the crowds to be seen there, 
one would think that it is among 
the oldest in Philadelphia. Straw- 
bridge & Clothier, Lit Brothers, 
John Wanamaker, Partridge and 
Richardson and Berg Brothers, all 
made improvements and additions 
to their stores, while N. Snellen- 
burg & Company practically 
doubled the capacity of their old 
establishment by adding the old 
Hood-Foulkrod property and com- 
bining the two immense places in- 
to one. That, to my mind, ac- 
counts for the early holiday rush. 
Another reason. Shoppers have 
found, from past experiences, that 
if they desire their purchases care- 
fully attended to and to insure 
prompt delivery, they must come 
early, yes two and three weeks be- 
for Christmas, and this a great 
many of them are doing. I see 
every day old customers in this 
store who never made their Christ- 
mas purchases much sooner than 
four days before December 25th. 


This year some of them started 
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as early as five weeks in advance. 
Do I think that the advertising had 
anything to do with it? I know 
it had; and a great deal, too. You 
see, in most of this early-Christ- 
mas advertising the facts are clear- 
ly brought out that the shopper 
can derive many advantages by 
purchasing goods early, and the 
woman who has common-sense 
readily recognizes the truth of 
this, particularly if she recalls the 
hard time she had last year and 
the year before in procuring what 
she wanted. As a result, every- 
body will be benefited. The sales- 
people will not be so rushed as 
to be unable to obviate mistakes; 
the delivery people will be able to 
get home early enough to rest up 
for next day; there will be no 
horses dropping dead from sheer 
exhaustion and people will get 
their purchases in good time. Yes, 
I think this early Christmas ad- 
vertising is a boon all around.” 
* * * 


The Wanamaker’ Christmas 
Show for children this year is call- 
ed “The Man in the Moon.” It 
is a story told in pictures, and as 
a consequence the store is con- 
stantly crowded with a throng of 
delighted little © ones—brought 
there, of course, by their mothers 
and sisters who come to buy. On 
the fourth floor is the first picture 
—the little girl who lived in the 
Land of Nod and who started out 
to find who was the man in the 
moon. She is depicted sound 
asleep in her little white bed, and 
the pictures that follow are what 
she saw in her dream. There is 
the Village Church with its loaded 
Christmas tree; then the Country 
of the Fairies that she went 
through; next the Red Grotto, the 
Green Grotto, the “Terry Gnomes 
and the Goblins’ Den. After that 
Paradise Glen, with lovely colored 
birds floating through the air, then 
the Crystal Cave and the Artic 
Regions with the Aurora Borealis, 
and, finally, . the Man in the Moon. 

~—o- 

Because a man has a gift of gab 
doesn’t mean that he is a good advertiser 
—the right kind generally listen and let 
the other man talk.—White’s Sayings. 

bah 

Borrowep ideas and schemes of adver 
tising never fit any better than bo: 
garments.—White’s Sayings. 
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CLASS AND TRADE 





OMITTING RELIGIOUS AND AGRICULTURAL PAPERS AND THOSE PRINTED IN 
FOREIGN LANGUAGES, 





CONSIDERED FROM THE ADVERTISER’S STANDPOINT. 





CIRCULATION RaTINGS BASED ON THE OCTOBER, 1902, ISSUE OF 
THE AMERICAN NEWSPAPER DIRECTORY. 





The papers against which no circulation figures are carried out either will 
not or do not furnish information upon which an exact and definite circulation 


rating may be based. 


The class papers are specialists. 
Each has its peculiar field and appeals 
to those whose interest lies therein 
They seem almost innumerable, and 
their number is augmented as the be- 
lief grows that the best class or trade 
paper is one devoted to a single field, 
covering it thoroughly, rather than one 
that touches slightly upon several in- 
terests assumed to be kindred, but of 
which some may have no very close 
connection or relationship. 

In the American Newspaper Direct- 
ory the index to the lists of class pa- 
pers occupies 6 columns of agate type 
and enumerates more than 300 head- 
ings or classifications; while the cata- 
logue of the papers themselves fills 
more than 100 pages of closely set mat- 
ter, a single line only being. devoted to 
one paper. 

The circulations of the class papers 
are generally small and a good deal 
padded. Comparatively few care to 
exhibit their subscription books to ad- 
vertising patrons. The advertising 
rates are, as a rule, uncommonly high, 
but are sustained with more tenacity 
than is usual with common, everyday 
newspapers which are supposed to be 
read by all classes in general but not 
to appeal specially to any individual 
class. 

After disposing of the religious and 
agricultural papers and those printed 
in languages other than English, it be- 
comes difficult to arrange the other 
sets of class papers into combinations 
having even the slenderest thread of 
connection. An attempt, however, 


will now be made to do what can be 
done in this matter. 





COMMERCE, FINANCE, BANKING. 

In these interests 168 periodicals 
are issued, of which 30 are daily pa- 
pers. It is also to be remembered 
that all the great dailies deal with 
commerce, finance and banking in a 
large and thorough way. It may be 
supposed, however, that a daily devoted 
exclusively to finance will touch more 
thoroughly upon money matters than 
the secular daily that deals also with 
every other matter that interests man- 
kind. 

These commercial and financial pa- 
pers exist in the District of Columbia 
and in 30 States. The greatest num- 
ber are in New York and Chicago. 
Those credited with largest issue are: 


Washington, D. C.Bulletin of the 
Bureau of Am, 





Republics, M., 
Chicago, Ill.....0. Western Trade 
Journal, W., 24,230 


Grand Rapids, 
hE Mich. Tradesman.W., 7,000 
New York City...Wall St. Journal.D., 6,213 
Am. Banker..... Ww., 
Financ’l Review.W., 5,106 
Modern Mexico..M., 13.416 
Lieber’s Manual.Q., 25,000 
Aside from those named no others 
get credit for issuing regularly so 
many as 5,000 copies. 


INSURANCE, 

To insurance there are 75 periodicals 
devoted. Most of them are issued 
monthly, but more than a dozen come 
out weekly, and in Seattle, on Puget 
Sound, there is a daily paper said to be 
published in this interest. Toa lay- 
man the use and need of an insurance 
paper is not apparent, and to the in- 
quiry, What are they good for? the 
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answer is sometimes given, ‘ For 
blackmailing the insurance compan- 
ies..? It must be, however, that they 
serve a useful purpose, for some of 
them are edited by specialists and have 
the appearance of meriting the atten- 
tion of those whose interests point in 
their direction. These journals touch 
upon every branch of insurance, and 
more than one has the sort of padded 
circulation that generally goes with a 
periodical that partakes somewhat of 
the nature of an advertising circular or 
house organ. This is equally true of 
a considerable number of class jour- 
nals of every variety. The writer ad- 
mits that after 30 years’ acquaintance 
with insurance papers he has never 
been able to quite understand the rea- 
son for their existence. He has also 
imbibed the idea that those of most 
importance are not the ones that issue 
the largest number of copies. One, 
supposed to be meritorious beyond 
most, if not all, others, objects serious- 
ly to having any circulation statement 
put forth in its behalf. It is: 
New York City...Spectator, w.,—— 
The largest circulation ratings ac- 
corded to insurance journals are: 
nee, Ill....Court of Honor, M., 61,238 
Lincoln, Neb utual Insu- 
rance Journal.M., 
New York City... Financ’l Review.W., 5,106 
Columbus, O Am. Insurance 
Journal, M., 10,062 
National Union..M., ——— 
Aside from those named, no others 
get credit for issuing regularly somany 
as 5,000 copies. 


BUILDING LOAN ASSOCIATIONS. 


To this interest 9 periodicals are 
devoted, mostly issued monthly; but 
I gets credit for issuing regularly as 
many as 5,000 copies. It is: 


Chicago, Il American Build- 
ing Ass’n News, M.,——— 


REAL ESTATE, IMMIGRATION, 


To these interests, that appear to be 
kindred, 37 periodicals are devoted, of 
which 6, with small circulations, are 
issued daily. 

Possibly the most important are: 
Little Rock, Ark..Home-Seeker, M., —-— 
Chicago, Ill Economist, W., 3090 
Traer, lowa Farm and Real 

Estate Journal,M., 3.500 
New York City....Real Estate Rec- 

ord and Build- 

ers’Guide, W., 

Aside from these no others get credit 
for regular issues exceeding 2,500 
copies. 


6,500 


PRINTERS’ INK, 


MARITIME. 

Of the 11 publications catalogued 
under this head 2 get credit for issuing 
regularly as many as 4,000 copies. They 
are: 


San Francisco, Cal.Coast Seaman's 

ournal, w., 

New York City...Maritime Regis- 
ter, ‘ 


4,000 


It seems likely that an advertiser's 
purpose could be better served in the 
columns of a daily paper. 


RAILROADS. 


Of the 18 periodicals classified under 
this heading, but 3 get credit for issu- 
ing regularly so many as 3,000 copies. 
They are: 


New York City....Eng. News and 


Am. Ry. J’n’l, W., 
Am. Eng. and 

R.R. Journal, M. 
Pocket List of 

R. R. Officials, Q., 17,650 


To street railways 5 periodicals are 
devoted, but none gets credit for issu- 
ing regularly so many as 2,500 copies. 


9,884 


3,933 


TRANSPORTATION TRAVELING. 


Under this heading 12 publications 
are catalogued. They appear to have 
mainly to do with the question ‘*‘ Where 
to go and how to get there.”” Among 
them are 4 monthlies credited with 
regular issues exceeding 5,000 copies, 
They are: 

San Francisco, Cal.Traveiler, 
St. Louis, Mo.....T. P. A. News 

Letter, M , 19,020 

New York City...Outing, M.,——— 

Pittsburg, Pa Am’ican Tourist, M. 
HOTELS. 

Out of 22 publications. of which 7 
are daily and 8 weekly, 3 get credit 
for issuing regularly more than 1,200 
copies. ‘They are: 

San Francisco, Cal.Hotel Cazette, W.,——— 
Chicago. Ill Hotel Monthly, M.. ——— 
New York City...Caterer M., 5.333 


POSTAL, 

To postal matters 8 publications are 
devoted, beside the United States 
Postal Guide, in which advertisements 
are not at present inserted. But 2 of 
the others have credit for issuing 
regularly so many as 2,000 copies. 
They are: 


Washington, D.C.Postal Record, M., 16,37§ 
Post Master’s 
Advocate M. 29.701 


MERCANTILE, MANUFACTURING. 
Of 57 periodicals catalogued under 
the head of mercantile and manufac- 
turing, those that get credit for issuing 
regularly so many as 5,000 copies are: 
(Continued on page 16.) 


M., 10,875 


6,120 
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Waukeegan, Ill... Flour and Feed, M., 
Detroit, Mich Bookkeeper. M., 
Columbia, O ama ase, M., 18,067 
Beaver SPr'gs, Pa.Am. Business J’1,M., ——— 
Nashville, Tenn. .Merchant and 
Manuf’rer, 
NAVAL STORES. 


Under this heading a weekly paper 
is issued at Savannah, Ga., but its 
circulation is small and the reason for 
its existence not absolutely apparent. 


6,000 


S.m.. 6,253 


EXPORTING, 


In New York City 5 monthlies are 
issued that are devoted to the export 
trade. Perhaps the most important of 
these is the Scientific American export 
edition; but it is not the policy of its 
publishers to make known the extent 
of its circulation. It is commonly sup- 
posed that the editions of export jour- 
nals are mainly of the free sample copy 
variety. One export journal has credit 
for printing more than 5,000 copies 
regularly, It is: 

New York City....El Comercio, 


SPORTS, GAMES, AMUSE- 
MENTS. 


SPORTING, ATHLETICS, RECREATION, 
CYCLING, GOLFING. 


Under this heading 84 newspapers 
and periodicals are issued, among 
which 5 appear daily. The largest 
circulations are accorded to: 


Denver, Col Outdoor Life, M.,-—— 
Chicago, Ill Amusement 
Guide, w., 
Sports Afield. M., 
American Horse 
Breeder, ~~ 
Sportsman. +s 73969 
Sporting Goods 
ealer, .~—oo 
New York City...Morning Tele- 
graph, bp 
Clipper, i 
Ill. Record. — 
National Police 
Gazette, * 
Rider & Driver, W., 
Spirit of the 
imes & N.Y. 
Sportsman 
Good Roads 
Magazine, 
Outing, 
Recreation, 
Rudder. 
Sportsman’s Re- 
view. 
Hunter- Trader- 
Trapper, M. 6,790 


Beside those named no others get 
credit for issuing regularly so many as 
5,000 copies. 


M.. 6,667 


11,057 
23,500 
Boston, Mass 


St. Louis, Mo. ... 
26,560 


17,411 


WwW 


” 


M., 
M.,. 
M., 

ae 


Cincinnati. O 


Gallipolis, O 


CHESS, CHECKERS, WHIST. 


Under this heading 3 monthlies are 
catalogued, of which but 1 gets credit 
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for issuing regularly so many as 1,000 
copies. 
MUSIC, DRAMA, DANCING. 


Under this heading 78 publications 
are classified, of which 22 are weeklies, 
To those named below a regular issue 
of more than 10,000 copies 1s accorded: 
Chicago, Ill Amuse’nt Guide, W., 11,057 

Church Choir, M., 11,166 
New York City.. Clipper. W., 17.411 
Broadway Mg., M.,——— 
Ev’ry Month, M.., 50,000 
Metronome, M., 
Philadelphia, Pa., Etude, «+ 58,490 
Dayton, Va.......Mus. Million, M., 11,354 

It seems to be generally conceded 
that to reach professionals the New 
York Clipper may be of more service 
to an advertiser than all the rest of the 
78 publications enumerated under the 
head of Music, Drama, Dancing, put 
together. 

SOCIETIES. 

GRAND ARMY OF THE REPUBLIC 
issues 12 periodicals, of which 2 have 
credit for regular editions exceeding 
5,000 copies. They are: 


Washington,D.C.. Nat’l Tribune, W., 105,373 

New York City...Grand Army 
World and 
Navy Chron- 
icle, ts 


WOMAN'S RELIEF CORPS 


has 3 organs, of which 1 gets credit for 
regular issue exceeding 1,000 copies. 


7,192 


AMERICAN LEGION OF HONOR 


is represented by 2 monthlies of mod- 
erate issue. 


AMERICAN MECHANICS, 

Represented by 8 periodicals, of 
which but 1 has credit for issuing regu- 
larly so many as 2,500 copies. It is: 
Burlington. N.J..N J. Junior Am. 

echanic, 

ANCIENT ORDER OF UNITED WORKMEN. 

Represented by 34 periodicals, of 
which 6 have credit for issuing regu- 
larly as many as 5,000 copies. They 
are: 
Denver, Colo .0. U 


M., 27,017 


w. 
R M. 
Muscatine. Iowa.. Loyal Work- 
man. M. 
Minneapolis Kas Workman M., 
St. Paul. Minn,..A. O. U. W. 
W,, 
..Nebraska 


Guide 
Norfolk Neb. 
Workman, M. 


Johnstown, Pa.... Pennsylvania 
orkman M., 
LABOR. 
Of the labor journals there are is- 
sued a total of 150, of which 8 are ~ 
(Continued on page 18.) 
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When the country west of the Mis- 
sissippi was first attracting permanent 
settlement a point of concentration 
was fixed at Sioux City, Ia., for a vast 
region of country in the Northwest. 
Along in the early sixties the JouRNAL 
was launched as a news purveyor, and 
along with the city has kept fully 
abreast of the marvelous development 
of that section of the country and en- 
joyed a career of success few papers 
can equal. During all these years it has 
maintained a policy so acceptable to 
the people and so capably occupied its 
field that only a limited constituency 
has remained for competition. Hold- 
ing the rank as Iowa's first and best 
newspaper has attracted readers from 
a wide section outside of the city, and 
there is scarcely a town or hamlet in 
Western lowa,Northern Nebraska and 
South Dakota where the JouRNAL can 
not be found on sale reguarly. To-day 
the JouRNAL guarantees advertisers 
more than 18,000 daily circulation—pa- 
pers sold, read and paid for. Both the 
medium and the field are unmatched 
when the cost and resultsare figured on, 
and all local advertisers give boundless 
tribute to its established value to them. 
Absolutely no substitute can be had 
for covering this splendid territory. 








The Circulation 
of The Sunday 


CHICAGO 
RECORD-HERALD 


| Increased 81,710 in 
| one year—the aver- 
| age for November, 
| 1901, being 124,533, 
while that of No- 
| vember, 1902, was 
| 206, 243. 
| The Cuicaco 
| RECORD - HERALD 
| has the greatest 
| known Sunday cir- 
| culation in Chicago. 











Sworn Circulation 

for November : 
Daily Average,. . 165,493 
Sunday Average, 206,243 














Toronto 


THE EVENING 


Telegram 


has more readers than 
all the other Toronto 
papers combined, and 
THE EVENING TEL- 
EGRAM carries more 
“Want”  advertise- 
ments than all the 
others put together. 


PERRY LUKENS, JR., 
Tribune Bidg., Room 29, is the 
New York Representative. 











If you knew as much about 


THE 


MUNCIE 


INDIANA 


STAR 


as its publisher does, you'd 
send on copy advertising 
and instructions, without 
even trying to hammer 
down the rate, which is 


Less than % of a Gent 
per Line per Thousand. 


If you wish to know as much 
about THE STAR 4s its pub- 
lisher, write a postal. 

The actual daily average for 
October was 21,357. 3 
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dailies and 95 weeklies. A complete 
list of those thought to issue regularly 
sO many as 5,000 copies is given be- 
low: 

Washington, D. C.J’lof the K.of L.,W., 


Chicago, Ill....... Cigar Makers’ 
Official J’rnal, M., 31,963 
Peoria, Ill........ Locomotive Fire- 





man’s M’zine, M., 
Indianapolis, Ind. United Mine 
Workers J’nal,W. 





Newport, Ky..... Labor Advocate, M., 7,666 
Boston, Mass..... Granite Cutters 
Journal, M., 8,500 
Shoe Workers 
Journal, M., 18,667 


Railway Car- 
men’s Journal, M., 

-Das Abend-Blatt,D., 

Die Arbeiter 


Kansas City, Mo.. 
6,179 





New York City.. 








Zeitung, s.,-— 
Forward, : 
Volks Zeitung, D., 19,925 
- S., 28,180 
Vorwaerts, W., 21,542 
Irish World, w.,—— 
Bricklayer and 
Mason, M.,— 
Cincinnati, O..... Mixerand Server, M. » 9,200 
Cleveland, O..... Bakers’ Journal, W., 9,275 
Philadelphia, Pa..Tageblatt, D.,-—— 
Sonntagsblatt, S., ——— 
Pittsburg, Pa..... Labor World, a 
Pottsville, Pa..... Republican, D., 7,992 
Milwaukee, Wis. .Social Democratic 
Herald, W., 15,307 


CO—OPERATION, 


Two weekly and 5 monthly periodi- 
cals are enumerated as devoted to co- 
operation, but just what is arrived at 
is not understood by the writer, and 
but 1 of the publications named gets 
credit for issuing so many as 1,500 
copies. 


RAILWAY EMPLOYEES, 


In the interests of railway employees 
13 monthly periodicals are issued, and 
of these 7 get credit for regular edi- 
tions exceeding 10,000. They are. 


Peatia, TEh....ccce Locomotive Fire- 
men’s Magazine.M., 


Cedar Rapids, Ia..R . ilway Con- 
uctor, M., 26,446 

* St. Louis, Mo.. _Railsood Teleg- 
rapher, M., 20,833 


Trackman’s Ad- 
vance Advocate.M., 17,850 
‘uffalo, N. Y.....Journal of the 
S witch men’s 


Union, M., 10,841 
:veland, Ohio..Broth, of Loco- 
motive Engi- 
neers’ Journal. M., 38,333 
Railroad Train- 
men’s Journal.M., 50,300 
Scarcely any other class or set of 
papers published shows so high an av- 
erage output, and the accuracy of the 
circulation claims is not known to be 
ed in question by any one. These 
monthlies are weil worth the careful 


consideration of juticious advertisers. 
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COLLEGE FRATERNITIES 
issue 13 periodicals of all sorts, but 
only 3 of them have credit for regular 
editions reaching 2,000 copies. 


ELKS (BENEVOLENT AND PROTECTIVE 
ORDER OF) 
issue 6 monthlies and 1 weekly, but 
none are credited with regular editions 
so large as 3,000 copies, 
FORESTERS 
issue 9 monthlies and 1 weekly, of 
which I monthly gets credit for aver- 
age issues exceeding 5,000 copies. It 
is: 
Chicago, Ill....... Independent For- 
ester, 

Over the border is printed a For- 
resters’ organ having nearly twice the 
circulation of any other Canadian pub- 
lication in existence, It is: 
Toronto, Ont.. ...Forester, 

FREE MASONS 
have 33 periodicals, mostly issued 
monthly. Those whose regular edi- 
tions exceed 5,000 copies are: 


M., 196,500 


Chicago, IIl...... Masonic Voice, M., 23,666 
Louisville, Ky. ... MasonicHome 
Journal, S-m., 18,772 


IMPROVED ORDER OF REDMEN, 


although doubtless civilized, are ap- 
parently not great readers, else their 
numbers are not immense, for none of 
their 12 publications gets credit for 
regular issues reaching 5,000 copies. 


KNIGHTS AND LADIES OF MACCABEE 


appear to be of a different composi- 
tion and must come pretty near owning 
the State of Michigan for every one of 
their 4 monthly periodicals has credit 
for issuing more than 20,000 copies 


regularly. They are: 
BattleCreek,Mich.Lady Maccabee, M., 62,818 
Port Huron,Mich.Bee Hive, M. ,281,677 


Ladies’ Review, M., ——— 
Michigan Mac- 
cabee, 
KNIGHTS OF HONOR 
issue § periodicals, of which 1 monthly 
gets credit for a regular edition exceed- 
ing 8,000 copies. It is: 
Indianapolis, Ind.Chronicle, M., 
KNIGHTS OF PYTHIAS 
supports 27 monthlies, of which but 
1 has credit for regular issue exceed- 
ing 3,000 copies. 


M.,-—— 


ODD FELLOWS 
put forth 37 publications, of which 3 
get credit for regular issues exceeding 
They are: 
(Continued on haze 20.) 
. 


5,000 copies. 
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Know How © 
The Minneapolis Journal 


Leads all the English Papers 
in Minneapolis in Circulation 


A canvas of residences and flat buildings in a portion of Min- 
neapolis showed the following: 


33 Flat Buildings, Ser Journals 
Eve. Tribunes 


2166 Residences, 1968 Journals 
Eve. Tribunes 
90 per cent are Journal 4 
Only 10 per cent, not already reached by The Journal, are cov- 
ered by the other dailies. 


The Sworn Average Daily Cir- 
culation of THE JOURNAL 5 y, 7 7 
for month of November. . z 


C. J. BILLSON, [igr. for Advertising Dept. 
Tribune Bldg., N. Y. Tribune Bidg., Chicago. 
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Topeka, Kan......Western Odd 
Fellow S-m.. 6,496 
St. Paul, Minn... odd Fellow 
Review, M., 
Columbus, Ohio. . Companion M. -— 


PATRONS OF HUSBANDKY 
issue 1 weekly credited with less than 
1,000 regular issues, 
PATRONS OF INDUSTRY 
have 3 organs all of small regular out- 
put. 
ROYAL ARCANUM (ORDER OF THE). 


Issue 5 monthlies, of which 2 have 
credit for a regular edition exceeding 
10,000. They are: 


Oakpark, Ill. ....Ill. Royal Arca- 
num Record, M.,——— 
Cincinnati, O. .... Home Courier, M., ——— 
WOODMEN, 


This society supports 15 periodicals, 
of which 2 have credit for regular 
issues exceeding 2,000 copies, but 1 of 
these is among the very small num- 
ber of publications printing more than 
half a million copies and the other is 
handsomely above the hundred thou- 
sand inark. 

Lincoln, Neb..... ee Wood- 


M., 719,785 

Omaha, Neb..... Seer" nV isitor, M., 148,000 
MISCELLANEOUS SOCIETIES 

are credited with organs issuing more 


than 5,000 copies regularly, as follows: 


Washington, D.C..Nat’l Tribune, 
— So- 
cietie Ww, 

—s ts! Month 
y Journa M., 35,33 
Nat. Hibernian, M., om ton 

Postal Record 
Nat. Associa- 
tion of Letter 
Carriers, M., 
Aurora, Ill....... Yeoman of Am., M., 
Chicago, Ill...... Jour’! of Amer- 
ican Medical 
Association, W., 23,873 
Zgoda, Polish 
National Alli- 
ance,U.S.N.A. W., 

_.Matual Protect- 

ive League, 

Peoria, Ill........ Loco. Firemen’s 

ag., Bro- 
therhood of 
Loco. Firemen M., ——— 
.-Court of Honor, 
SupremeCourt 
of Honor, 

Royal Circle, 

Crawf’dsville, Ind..Chariot. Tribe 
of Ben Hur, 

Indianapolis, Ind.United Mine- 
workers’ J‘l, 
U. M.W 

Cedar Rapids, Ia.. Modern Brother- 
hood, O. of M. 

B. of A.. 

-Churchwomen's 

Magazine, 


+2 705,373 


16.375 
5.677 


Litchfield, Il... 
M., 18,916 


Springfield, Ill., 





M., 5,659 


M.. 
M. 


Des Moines. Ia.. 
» 10,000 
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-Yeomen'sShield, 
Am. Yeomen, M., 
- Fraternal Ai 
Fra. Aid As’n, M., 
Ottawa, Kan...... Select Knight, 
Topeka, Kan..... Knights and 
Ladies of Se- 
curity, M.,—— 
Baltimore, Md....1. O. H. Advo- 
cate, Improved 
Order of Hep- 
tasophs, 
Boston, Mass..... Club Woman, 
Women’s 
Clubs, M., —— 
Defender, M., 5,181 
Our Home, Fra- 
ternal, M. 
Kansasz City, Mo. -Railway Car- 
man’s Journal, 
Broth. of Rail- 
way Carmen of 
America, M. 
-Trackmen’s Ad- 
vance Advo- 
cate, M., 17,850 
T. P. A. News 
Letter, Travel- 
ers’ Protective 
Ass’n of Am., M., 19,020 
Lincoln, Neb..... Royal Neighbor, 
Royal Neigh- 
bor’s of Am., M., 
--Tidings, Frater- 
M 


Des Moines, Ia.. 
Lawrence, Kan.. a 


6,176 


M., 57,150 


» 6,956 


St. Louis, Mo... = 


Omaha, Neb... 
nal, a. —-—— 
Fraternal Guide, 
Knights and 
Ladies of the 
Golden Star, 
--Journal of the 
S witchmen's 
Union of N. 
America, M., 
-Chosen Friend 
Order of Cho- 
sen Friends, M., 
Good Roads 
Magazine, L. 
A M 


Newark, N. J.... 


M.. 


6,000 
Buffalo N.Y 


10,841 
New York City.. 


Our Animal 
Friends, Am. 
Society for the 
Prevention of 
Cruelty to Ani- 
mals, M., 
Woman’s Work 
for Woman, 
Woman’s For. 
Mis. ‘Soc’s of 
the Pres. Ch., 
World-Wide 
Missions, 
Board of Mis- 
sions of the 
Meth.Ep Ch , M.., 162,500 
Record of the C 
L. B., Cath 
Benev. Leg., M., 
Akron, O...... .--Pathfinder, Fra- 
— Benefit ao. 
Cincinnati. O..... C.K. of A.J, 
Cleveiand, O...... Broth. of Loco- 
motive Engi- 
neers, M., 38,333 
Railroad Train- 
men’s Journal, M , 50.30 


M., — 


§,000 


+» 30,000 


Toledo, O........ Nation’! Union. M.. ——— 
Lebanon, Pa. ...Brotherh’d Star, ¢ 
Broth of An- 
drew & Philip, M., —— 
Philadelphia, Pa..Recorder, Fra- 


ternal Mys- 
tic Circle, 


(Continued on page 22.) 
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[From The Des Moines Daily News, 


At the request of Mr. B. D. Butler, our 
manager of foreign advertising, the Dairy 
and SunpAY News has just made a recount 
and classification of its mail circulation accord- 
ing to distance from Des Moines by counties. 
The result is as follows: 


POLK COUNTY. 


Polk county, outside of Des Moines.... 1,526 


First T1rER oF SURROUNDING COUNTIES. 


Madison 
Dallas 





Seconp Tier oF SURROUNDING 








CounTIEs. 
Poweshiek ....scccccccscccccccccceess 700 
Mahaska. . 220 
Monroe . 149 
Lucas ... 254 
Clarke .. 358 
Union .. 247 
BEES 0... ccccrccccccovescoocoscccsoses 2 
GIT so. 0.00 0050000 0005.0 60snccsesosee 
Greene.....cccccccccccccccscvccevcves 677 
Webster..........cccccccccccvccsccccs 276 
Hamilton. ..cccccccccccccccccccccccccs 539 
Hardin ..cccccccccccccs secccccccocece 307 
Marshall .......ccccccccccsccccsccccece 221 
Ris sscrccseseecnneemineneeeeeerees 213 
Total, second tier of counties.... 5,268 | 

Grand total mail circulation within ra- 

dius of two counties from Polk...... 15,252 


This demonstrates in a new form the enor- 
mous superiority of the News as an advertis- 
ing medium for both home and foreign adver- 
tisers. Its circulation not only reaches eleven- 
twelfths of the homes of Des Moines, but a 
like proportion of the accessible population of 
near-by counties. It is concentrated, while 
that of competing papers is not only many 
thousands smaller, but much more scattered. 

The News circulation, too, is all paid; 
every mail subscription being promptly stopped 
when the time is out. This means that only 
those are taking the News who like it. Such 
a circulation is twice as valuable to the adver- 
tiser as a circulation forced upon unwilling 


families, 
JOHN J. HAMILTON, 
Publisher. 





the Des Moines advertiser 
who is not using the columns 
of the SuNDay News is missing 
the greatest business opportu- 
nity of the day. The SunDay 


‘ 
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NEWSPAPER CIRCULATION SITUATION 








MOINES. 


Jov. 8, 1902.] 


News reaches go per cent of 
all Des Moines families. Over 
15,000 families within the two 
tiers of counties surrounding 
Polk, and a grand total of 39,- 
000 families. The city and 
near-by circulation is read at a 
time when the whole family is 
together and when plans for 
spending the week’s salary are 
made. By persistently using 
the columns of the Sunpbay 
News you can make your 
Monday sales as large as those 
of Saturday. It is the greatest 
advertising medium in lowa. 
No other paper has a paid cir- 
culation half so large as that 


809| of the News. 





(ONE OWNERSHIP -- ONE MANAGEMENT 





FS MOINEs 9 
pally NEW 


SI. PAUL 
pAILY Nbys 





OCTOBER CIRCULATION 


The St. Paul Daily News, - 
The Omaha Daily News, - 











The Des Moines Daily News, 8, 
The Kansas City World. - 60,398 
Total, - - 164,847 
FOREIGN ADVERTISING DEPARTMENT: 


B. D. BUTLER, Manager. 


C. D, BERTOLET, 705 Boyce Bidg., Chicago 
Te ephone 481 Centra’. 


JAS. F. ANTISDEL, 52 Tribune Bldg., N.Y. 





Telephone 2807 John, 
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Nashville, Tenn..Confederate Vet- 
eran, 


MILITARY, ARMY, NAVY. 
Out of 21 periodicals 3 get credit for 


M., 20,350 


issuing regularly more than 1,500 
copies. They are: 
New York City.. homQ a 74 8,232 
G. A. World and 
Navy Chron., M., 7,192 


Nashville, Tenn. .ConfederateVet.,M., 20,350 


ANARCHISM, COMMUNISM, SOCIALISM, 
SINGLE TAX. 

Under this heading 48 periodicals 
are named, 6 of which appear daily, 
30 weekly and 4 Sundays. Out of the 
whole lot the following have credit for 
regular issues exceeding 8,000 copies: 


Girard, Kan...... App’! to Reason, W., ——— 

New York City... People, w.,—— 

Forward, D., — 

Worker, ee 

FAIRS, CONVENTIONS, PUBLIC ASSEM- 
BLIES, EXPOSITIONS, 


Under this heading 4 publications 
have place, and of these the highest 
circulation rating is accorded to: 
Cincinnati, O..... Billboard, w.,— 


TEMPERANCE AND PROHIBITION. 


No less than 103 periodicals of this 
class are issued, just why it would be 
hard to say. They are generally 
thought good reading for other people 
but no one would choose such for 
his own family reading. Their circu- 
lation, if paid for, are mainly secured 
at the expense of philantropists who 
wish to do good, and doubtless form a 
considerable percentage of the old 
papers left uncalled for in the postoffi- 
ces of thecountry. Still, there are 107 
of these periodicals and several of them 
issue great editions. Below is given a 
complete list of all credited with an 





average output of more than 5,000 

copies. 

Chicago, Ill......New Voice, W., 52,875 
Union Signal, w., — 

Litchfield, Il..... Searchight, M.. —-— 


Indianapolis. Ind.. Patriot Phalanx.W., ——— 


Boston, Mass..... FatherMathew 
erald, M., —— 
St. Paul, Minn.... Backbone, M., —-—- 





Buffalo, N. Y..... Royal Templar,M., 
Columbus, O..,...American Issue,W., 14,997 
Philadelphia Pa.. People, W.. = 7,103 

In opposition to the Temperance 
cause 4 weeklies, 1 Sunday and 3 
monthlies devote their energies to 
Anti-Prohibition and Anti-Saloon, and 
out of the 8, 3 get credit for putting 
forth an average issue of as many as 
3,000 copies. 


WOMAN SUFFRAGE. 
Of the 9 publications advocating 
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woman suffrage but I gets credit for 
average monthly issues exceeding 2,500 
copies. It is: 


Boston, Mass..... Club Woman, M.. —— 


EDUCATION, SCIENCE, LITER- 
ATURE, ART. 


EDUCATION. 


To education 177 periodicals de- 
clare themselves to be specially de. 
voted, while educational institutions 
put out 132 others. Nearly all of them 
are issued monthly. The postal Jaws 
allow more liberty to publications of 
this class than to any others, and 
among the more than 300 named in the 
five solid pages devoted to the Direct- 
ory catalogue are many that on close 
inspection appear to be very much like 
an advertising circular in the form of 
a periodical. The circulations are 
generally small, not so many as one 
in four get credit for issuing regularly 
so many as 1.000 copies. Stil]. among 
the whole there are numerous examples 
that may be named having Jarge lists 
of appreciative subscribers Among 
those having the largest issues are. 
Taylorviile, I)!....School News and 

Practicai Edu- 
cator M., 16,644 
Indianapolis, Ind..InJand Educator 
and Indian 
School Journal! M. 


Cedar Rapids Ia.WesternPenman.M. 18,26 
Boston, Mass..... Popular Educa- 
or, M., —— 
Primary Educa- 
tion, M. —— 
Detroit. Mich.. .. Bookkeeper, M. 
Buffalo. N. Y.... Educator. M.,—— 
Dansville, N. Y..Nermal Instruc- 
tor, M, -—= 
New York, N. Y..School, w.,-—— 
Our Times S.-m,.—— 
Penman’s Art 
Journal, “Y..-— 
Primary School. M., -—-— 
Teachers _Insti- 
tute, _———- 
Syracuse N. Y...School Bulletin M., —— 
Cincinnati, O..... Nat’! Humane 
Educator M.,-—— 
Edinboro Pa..... Educational In- 
dependent. w.— 
Milwaukee, Wis. .Am. Journal of 
ucation, M.,-——— 


Very few of the periodicals of this 
class are willing to make any straight- 
forward circulation statements. Those 
named above are all that have credit 
for regular issues exceeding 12,500 
copies. 

ROOKKEEPING. 

A magazine devoted to bookkeeping 
is issued, possesses considerable merit 
and its circulation is doubtless consid- 
erable, but the publisher does not 
(Continued on page 24) 
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OVER 25,000 LINES 
INCREASE IN FOREIGN 
ADVERTISING PATRONAGE 


INTHE 2 2 @ 


ST. LOUIS 
CHRONICLE 


DURING OCTOBER, 1902 


The Chronicle reaches the most 
substantial wage-earning class--the 
real buyers of advertised products. 


The daily average circulation of 
the four newspapers comprising the 
Scripps-McRae League for 1901 was: 
The Cincinnati Post, 139,048; The St. 
Louis Chronicle, 51,968; The Cleve- 
land Press, 111,337; The Covington, 
Ky., Post, 12,625. 


Look over your list carefully, and 
be sure that these papers are on for 
all business going into these respec- 
tive Cities, for they bring quick and 
profitable returns. 


Foreign Advertising Department 
D. J. RANDALL 1. Ss. WALLIS 
Tribune Bldg., New York Hartford Bldg., Chicago 
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always agree with himself when stat- 
ing how many copies he has issued. 
Detroit, Mich Bookkeeper, M., 
DEAF, DUMB AND BLIND. 
Eighteen periodicals are issued for 
the education of these classes, but 
naturally their issues are in no instance 
considerable. Only 3 out of the entire 


number have credit for regular issues 
reaching 1,000 copies. 


SCIENCE, 


Under this head it is not easy to de- 
cide definitely just what publications 
belong. 

No less than 81 periodicals, weekly, 
monthly, bi-monthly and quarterly are 
catalogued. Of these but few tell 
what circulation they have. The most 
important are doubtless included in the 
list here given: 
Chicago, Ill New Thought 

Magazine, 
New York City...Scientific Amer- 

ican, ” 

No others besides these named get 
credit for issuing regularly so many as 
8,000 copies. The Scientific Amer- 
ican is one of the best known and 
most prosperous newspaper properties 
among American weeklies. What edi- 
tion it prints is not easily ascertainable, 
but that it is practically without a com- 
petitor in its class no one will gainsay. 


M. 


» 234350 


ASTROLOGY, CLAIRVOYANCE, 

ISTRY, PHRENOLOGY. 

Have 6 monthlies and 1 quarterly, 

and 3 of the monthlies get credit for 

issuing regularly more than 2,000 
copies. 


PALM- 


METEOROLOGY, ORNITHOLOGY, OOLOGY, 
TAXIDERMY. 

Have I0 periodicals, mostly monthly, 
and of these 2 monthlies have credit 
for regular issues exceeding 4,000 
copies. ‘They are: 

Montgomery, Ala..Prac’l Weather, M., 
Chicago, Ill Birds & Nature, M., 25.000 


NUMISMATICS, PHILATELY, CERAMICS, 
ANTIQUES, 

Have 21 periodicals—weekly, month- 
ly, bi-monthly, quarterly, and of these 
1 has credit for regular issues exceed- 
ing 5,000 copies: 

Superior, Neb.... Philatelic W. & 
Camera News, M., 12,021 
ELECTRICITY. 

This comparatively new science has 
of recent years taken ona decided bus- 
iness aspect; 18 periodicals, weekly, 
semi-weekly and monthly are publish- 
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ed in its interest. They are of a high 

grade of merit. The following is ac. 

corded regular issues exceeding 5,000 

copies: 

San Francisco,Cal. Mining and En- 
gineering Re- 
view and Elec- 

trician, WwW 
Mining and Sci- 
entific Press, W. 
New York City... Electrical World 
and Engineer, W. 
American Elec- 
trician, M. 
Science and In- 
dustry, M. 


ENGINEERING, 


Under this classification 31 publica- 
tions are enumerated and among them 
are several of the highest order of class 
journals. Those named below all have 
credit for regular issues exceeding 6,000 
copies. It will be noted that the sep- 
arate classifications overlap and dove- 
tail to some extent, causing some pa- 
pers to have a place under two or sev- 
eral different headings. 


San Francisco,Cal.Mining and En- 
gineering Re- 
. view, W., 7,712 
Chicago, II] Nat’l Engineer, M., 20,000 
St’m Engineering, M., 22,594 
New York City... . Electrical World 
and Engineer, W. —— 
Engineering and 
Mining Journal 
and Metallurgy,W., 9,816 
Engineering News 
American Rail- 
way Journal, W., 
Engineering Mag- 
azine, N 
Power, M. 
Railway and Lo- 
comotive En- 
gineering, 
Cleveland, O...... Engineer, 
Scranton, Pa 


’ 


— 
’ 


» 17,208 
Scranton, Pa 
» 22,718 


9,884 


M.,-—— 
S-m., 21,666 


dustry, M., 22,718 


MINING. 


Under this heading 49 periodicals 
are classified, appearing daily, weekly, 
semi-monthly, monthly. Of the 2 
dailies 1 gets credit for issuing more 
than 1,000 copies regularly, and each 
of the others named _ below is believed 
to print average editions exceeding 
5,000 copies: 

San Francisco,Cal.Mining & Eng. 
Rvw.&Elect’n,W., 
M’ng&Sctfc. P’s,W., 
Col’ado Sp’gs,Col.Mining Record, D., 2,503 
New York City... Eng.&M’ng J'1.,W., 9.816 
Scranton, Pa Mines & Min’Ils, M., 10,180 
. LITERATURE, 


It is difficult to enumerate the papers 
that may be properly classed as liter- 
ary. To a certain extent it may be 
asserted that all printed matter 1s 
literature. Certainly some very um- 
promising specimens of periodicals 

(Continued on page 2.) 


7,732 
9,310 
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Advertising in the Cleveland 
Papers for the Month of 
November, 1902, stated 
in Columns. 


1529 1355: 9706 701: 


PLAIN DEALER’S Lead Over 
PRESS. LEADER. WORLD. 


140: 553; 526 


Showing the Gain Over November, 1901. 
PLAIN DEALER. PRESS. LEADER. WORLD. 


241, 220 153" 52: 


In November, 1901, the Plain Dealer 
ran 92% columns of city printing, 
which does not now run in any of the 
above newspapers. The Plain Dealer’s 
gain over 1go1 and lead over the other 
papers in commercial advertising is 
therefore 92% columns greater than 
shown by the above figures. 


CHARLES J. BILLSON, 
Manager Foreign Advertising Dept., 
Tribune Building, Tribune Building, 
New York. Chicago. 
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will claim a place under such a classi- 
fication. There are, however, a few 
which will occur to most persons as 


entitled to mention: 

San Francisco,Cal.Argonaut, W.., 13,646 
News Letter and 

Cal.Advertsr., W., 16,259 

Overland M’ly, M., 40,625 

Boston, Mass..... Atlantic M’thly, M., 
N.Eng. — ‘i = - 2 BtBet 

New York, N. Y. 





—— 's Ma 

Amer. Mont 

Rev. of Rev’ = M., 
Book Lover, Bi-m. 
Century Magzn., M.. 
Collier’s Weekly, w., ,286,125 
Critic, M.,-—— 
Current Lit’ ure, M., 
Ev’ry Month, M., 50,000 
Ev’ yb'dy’ 's Mzn. »M.,157,935 
F.Leslie’s Popl., M., 
Harpers’ Mgzn., M.. 
Harpers’ W’kly, W., —— 
Literary Digest, W., 
Literary News, M., _ 
McClure’s Mzn., M., ——— 
Munsey’s Mgzn., M., es 

ation, 
No. Am. Rev’w, 
Pearson’s Mzn., M. 
Public Opinion, v.« 40,275 
Scribner’s Mzn., M., ——— 
Strand Magzne., M.,201,352 











Success, +3267,750 
Philadelphia, Pa..Sat. Eve. Post, W.,307,660 
Lippincott’s 
Magazine, M., 


HISTORY AND BIOGRAPHY. 

Of the 25 monthly, bi-monthly and 
quarterly periodicals devoted to his- 
tory and biography none makes a cir- 
culation statement that can be consid- 
cred definite and satisfactory. One of 
them, however, is credited with regu- 
lar issues exceedieg 2,500 copies. It is: 
Boston, Mass..... Current History, M., — 


BOOKS, NEWSPAPERS, PERIODICALS. 

Of 22 monthly, semi-monthly and 
quarterly publications in those inter- 
ests, only 2 appear to have their circu- 
lations made known, and but I gets 
credit for regular issues exceeding 





5,000 copies. It is: 
Indianapolis, Ind. Typogra phical 
ournal, -m., 
New York, N. Y..Bookman, M., 35,270 


ART, EMBROIDERY, DECORATING, FUR- 
NISHING. 

Under this head 19 monthlies are 
catalogued, of which 5 have credit for 
regular issues exceeding 5,000 copies. 
They are: 

Ciheage, Tl.+0.0- Fine Arts Jour- 
nal. M., 18,208 
Boston, Mass..... WwW Phat Women 


Should Know, M., 15,033 
New York City.. 


.Art Amateur, M., ae 
Art Interchange, yg 


Truth, wo 
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PROFESSIONS, TRADES, CALLINGS, LAW, 


Of 69 periodicals issued daily, 
weekly, semi-monthly, monthly, ie 
monthly and quarterly, nearly all are 
reticent on the subject of circulation. 
Those named below, however, have 
credit for regular issues exceeding 
5,000 copies. 


St. Paul, Minn....Nat’l Reporter 


System, w.,—— 
New York City. . .Am. Lawyer, M., —— 
Northport, N. v.. Law Notes, i..—— 


Rochester, N.Y...Lawyers’ Re- ‘ 
ports, Anno- 


tated, S-m., —— 
Cases and Com- 
ment, M.,—— 


MEDICINE, SURGERY. 


Of the more than 200 medical jour- 
nals, mostly issued monthly, Alabama, 
Arkansas, Colorado, Kansas, Louisi- 
ana, Mississippi and Vermont fail to 
have any getting credit for issuing 
regularly so many as 1;000 copies. 

California, Georgia, Iowa, Maine, 
Maryland, Minnesota, Nebraska, Ok- 
lahoma, Texas, Virginia and Wiscon- 
sin fail to have any getting credit for 
issuing regularly more than 2,500 
copies. 

Connecticut has 2 issuing regularly 
more than 1,000 copies. 

Illinois has 3 credited with issuing 
regularly more than 5,000 copies. They 
are: 

Chicago Journal of the American 
Medical Association, 
Alkaloidal Clinic, 
Medical Standard, 

Indiana has I credited with issuing 
regularly as many as 5 000 copies: 
New Albany Medical Herald, 

Kentucky has 1 credited with issu- 
ing regularly as many as 5,000 copies. 
M., 5,000 

Massachusetts has 1 credited with 
issuing more than 5,000 copies: 
Boston..Mass. Medical Journal, M., 7,977 

Michigan has 2 issuing regularly 


W., 23,873 
+9 30,000 


M., 5,000 


Louisville Medical Progress, 


more than 3,500 copies. They are: 
Bc cascvenes Therapeutic 
Gazette, M., 26,357 


Leonard’s Illus- 
trated Medical 
Journal, Q., 12,542 


Missouri has 4 issuing regularly 


more than 5,000 copies. They are: 
St. Louis..... +... Interstate Medi- 
cal Journal, M., — 


Medical Brief, M., 32,599 
Medical Mirror, M., 
American Jour- 
nal of Derma- 
tology, Bi-m., 18,000 


New York has rocredited with issu- 

















ing regularly more than 5,000 copies. 
They are: 
New York City.. + oe Journal, W., 


edical News, W., 6,722 
Medical Record,W., ——— 
Pediatrics, S-n., -——— 
Advanced Thera- 

peutics, M., 5,543 


International 
Journal of Sur- 


gery 

Medical Review 

of Reviews, M., 9,791 
Medical Times, M., 5,558 


Modern Medical 





Science, M., 20,000 
Public Health 
Journal, M., 


North Carolina has 1 credited with 
issuing reglarly more than 2,500 


copies. 
Lagrange....e.s.- Southern Medical 
— Journal, M., 4,666 
Ohio has 3 credited with issuing 
more than 3,000 copies. They are: 
Cincinnati ....... Eclectic Medical 
Gleaner, M., 3,955 
Toledo. .....+2++ American Med’l 
Compend, M.,——— 


Medical and Surgi- 
cal Reporter, M., 11,500 
Oregon has I credited with issuing 
regularly more than 3,000 copies. 
Portland.......0000 Medical Sentinel, M., 3,250 
Pennsylvania has 7 credited with is- 
suing reglarly more than 5,000 copies. 
They are: 
Philadelphia......Am. Medicine, W., 19,327 
Med. Journal, W., 13,500 
Cyclopedia of 
Pract’] Med., M., 15,267 
Med. Council, M.,——— 
Med. Summary, M., 
Med. Times and 
Register, M., — 
Medical World, M., 27,697 
Tennessee has 1 credited with issu. 
ing regularly more than 1,200 copies. 
Nashville... . 





....-Southern Prac- 


titioner, M., 6,538 


DENTISTRY. 


Out of 20 periodicals 3 get credit for 
regular issues exceeding 5,000 copies. 
They are: 

Chicago, Hl...... Dental Digest, M., 6,538 


New York City...Items of Int’st, M., 11,792 
Philadelphia, Pa..Dental Brief. M., 5,500 


OSTEOPATHY. 


Out of 7 publications 1 gets credit 
for regular issues exceeding 5,000 
copies. 

Des Moines, Ia...Cosmopolitan 


Osteopath, M., -—— 


HOSPITALS, NURSING. 


Out of 6 publications 1 gets credit 
for regular issue exceeding 1,000 
copies, 
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VETERINARY. 


Of 3 publications none gets credit 
for issuing regularly so many as 1,000 
copies. 

SANITATION, HYGIENE. 


Out of 28 publications 8 have credit 
for regular issues exceeding 7,000 
copies. They are: 

Athol, Mass.. . .Healthy Home, M., 16,145 
Battlecreek, Mich.Good Health, M. 
New York City...Health Culture, M., 12 666 
Home Comfort, M., ——— 
Modern Medical 
Science & San- 
itary Era, M., 20,000 
Naturopath and 
Herald of 
Health, M., 9.250 
Phys’l Culture, M., ——— 
Public Health 
Journal, 
Syracuse,N. Y....Good Health 
Clinic, 
ADVERTISING. 

In this interest 5 weekly and 26 
monthlies are issued. The ‘‘ original 
Jacobs” of the lot was PRINTERS’ 
INK. Since its establishment in 1888, 
**The Little Schoolmaster,” as PRIN- 
TERS’ INK likes to be called, has had 
over 200 imitators, in form, style and 
make-up. And of these, 30 advertis- 
ing journals, known as ‘‘ PRINTERS’ 
INnk’s Babies,”’ still live. Some of 
them have larger issues, or clair to 
have, than the parent journal. But 
each and all is so inferior to the great 
original that in the interest of fairness 
and good advertising the reader is re- 
ferred to the Directory for a complete 
list. And the advertiser who wishes 
to reach advertisers is recommended to 
send his announcements to the one 
only. 

New York City....Printers’ Ink, W., 18,048 

As this article is prepared for publi- 
cation in PRINTERS’ INK, and PRIN- 
TERS’ INK pays the freight, how can it 
be expected that any consideration 
should be shown here to papers like 
the Des Moines, Iowa, Mail Order 
Journal, or the Columbus, Ohio, Ad- 
vertising \Vorld, which are the only 
advertising papers beside PRINTERS’ 
INK that get credit for regular issues 
of as many as 5,000 copies. 





M., 7,416 


WINDOW DRESSING 
has 3 advocate periodicals, 2 of which 
have credit for regular issues exceed- 
ing 1,000 copies. 
DISTRIBUTING, 


i. é., the business of putting out circu- 
Jars and other things, has 3 organs, all 
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issued monthly, and 1 is credited with 
a circulation of extraordinary size: 
Philadeiphia. Pa..Sun, M., 24,645 


AGENTS, 
z.é., canvassers, peddiers, etc., have 6 
monthly periodicals, of which the 
principal one appears to be the same 
as the leader among the organs of the 
distributors; wvz.. the Philadelphia, 
Pa., Sum, 

AUCTIONS, 

One monthiy publication asserts to 

represent this interest, but its issue is 
not known to be considerable. 


ARCHITECTURE, CONTRACTING BUILD- 
ING. 

No less than 55 periodicals are de- 
voted to these interests, issued daily. 
tri-weekly, weekly. semi-monthly, 
monthly bi-monthly and quarterly 
Each of the following is believed to 
have regular issues exceeding 2,500 
copies. 


Chicago Iil......Nat} Builde*, M. 4.125 
Minneapolis.Minn.Keiths Mag. M., 8,000 
New York City...Real Estate Rec- 
ord and Build- 
ers Guide W., 6.500 
Am Homes M ,-— 
Arch'l Record, M., 5,009 
Architecture, M., 6,941 
Scientific Amer i 
Builders’ Ed. M., ——— 
Shoppell s Mod- 
ern Houses. Q., ——— 
BREWING, BOTTLING, CIDER, LIQUORS, 
WINE, 


Out of 34 periodicals in these inter- 
ests, mostly monthlies. but 1 gets 
credit for regular issues exceeding 

2,500 copies. It is* 

San Francisco,Cal Wholesaiers and 


etailers’ Re- 
view M. 3,738 
BRICK CLAY, SLATE, STUNE, CEMENT. 


Out of 12 publications 3 have credit 
for regular issues exceeding 2,500 


copies. They are 
Chicago, Iil....Clay Record S-m = 4.000 
Brick M —— 


MonumenilNews.M . 2.956 


BROOMS, BRUSHES 
Out of 3 publications but one has 
credit for issuing regularly so many 
as 1.000 copies: 
Milwaukee,Wis...Brooms, Brushes 
and Handles, M., 


5,000 


BUTCHER TRADE, MEATS, FISHERY 

SEA FOOD, PROVISIONS. CANNING, 
PACKING. 

Out of 13 publications 5 have credit 
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for issues of more than 1,000 copies 
regularly. They are: 
Kansas City, Mo. . Packer, W. 
St. Louis. Mo..... Butchers’ and 
Packers’ Gaz., W., — 
Butchers’ Advo- 
cate & Market 
Journal, W., as 
Fishing Gazette, W., ——— 
N’1 Provisioner, W., 6,304 


CONFECTIONERY, BAKERY, 


Out of 12 publications 5 get credit 
for regular issues exceeding 2,500 


New York City,.. 


copies. They are: 
Chicago, Ill...... Bakers’ Helper, M., 3,892 
Confectioner and 
Baker, M., 2,700 
New York City...American Con. 
fectioner. M., 4.875 
Cleveland, O......Bakers’ Journal, W., 9,275 
Philadelphia, Pa..Confec. Journal, M.. 5,013 


CULINARY CATERING. 
Of 8 periodicals 4 get credit for 


regular issues exceeding 5,000 copies, 
They are: 
Goshen, Ind --Cooking Club. M., 21,635 


Boston, Mass...../ American Kitch- 
en Magazine M., —— 

Cooking and 
School Mag., M., 

-Caterer, M., 


: 16,040 
New York City.. 55333 
HORSE SHOEING BLACKSMITHING, 


Out of 3 monthly periodicals 1 gets 
credit for regular issues exceeding 
5,000 copies: 


New York City...Blacksmith and 


Wheelwright M., —— 


IRON, METALS MECHANICS’ IMPLE- 
MENTS HARDWARE, MACHINERY, 


Out of 49 periodicals issued weekly, 
semi-monthly monthly. with 1 daily 
of small circulation and 3 quarterlies, 
the following have credit for regular 
issues exceeding 5,000 copies: 
Chicago I,?...-..Farm Implement 

iews, W 
Steam Engineer- 
ing M., 22,594 
Indianapolis Ind .Woodworker, M —— 
Mishawaka, Ind .Powerand Trans 
mission J 
St. Joseph Mich..Threshman’s Re- 


view 
Minneapoiis Minn Farm Imple- : 
M 





ments, M. 7,52! 
Kansas City Mo [mptement Trade 
Journal S-m., 9 187 
St Louis. Mo ....Farm Machin'y. W.. 70.09 
Smithvilie N J . Mechanic M.. 18.500 
New York City...Am Machinist, W. 
Scientific Am. W. — 
Blacksmith and 
Wheeiwright. M., ——— 
Hardware Deal 
ers’ Magazine M_ 11,938 
Machinery —_— 
Cleveland O..... Engineer S-m.. 21,66 
Scranton, Pa..... Mines and Min 
erals. M., 10 18 


Not jong ago, when PPINTERS’ Ink 
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gave a sugar bowl to the best class 
paper, after a canvassing of merits ex- 
tending over 10 months, it was awarded 
to the /ron Age, published weekly in 
New York City. The Zron Age would 
appear to belong to this list, but, from 
reticence on the part of its publisher, 
orerror of judgment in the mind of 
the Directory editor, or from a state 
of facts that would not be expected in 
the case of so good a paper, the /ron 
Age fails to get credit for so large an 
issue as is set down as a condition for 
representation in the catalogue printed 
above. 
PLUMBING, HEATING, 

Out of 5 publications 3 have credit 
for regular issues exceeding 1,000 
copies. They are: 

Chicago, Ill...... Am Artizan and 
Hardware Rec. W. ——— 

New York City... Plumbers’ Trade 

Journal, Gas, 

Steam and Hot 

Water Fitters’ 
Review, S-m., --—— 
Engineering Rev. M.. 4,400 

INVENTIONS, PATENTS. 

Out of 6 publications 1 gets credit 
for issuing regularly more than 5,000 
copies. 

Washington, D.C. Patent Record, M., ——— 
New York, N. Y..Scientific Am., W., —-—— 


TELEGRAPH, TELEPHONE AND PHONO- 
GRAPH. 

Out of 3 periodicals 2 get credit for 
regular issues exceeding 1,000 copies. 
They are: 

Chicago, Il]....... Telephone Mag., M.,_—— 
New York City...TelegraphAge, S-m.,—— 


COAL, GAS, WATER, PETROLEUM. 


Out of 11 publications credit for 
regular issues exceeding 5,000 copies 
is accorded to: : 
re Acetylene Jour., M.. 5,855 


CARRIAGES, AUTOMOBILES, MOTOR 
VEHICLES. 


Out of 19 publications 6 get credit 


* for regular issues averaging as much as 


4,000 copies. They are’ 


Chicago. Ill....... Automobile Rev., M., 5,950 
Indianapolis Ind.Carriage Builder 
andBlacksmith,M.,——— 
New York City. .Blacksmith and 
; Wheelwright. M ,—— 
Philadelphia, Pa..Cycle and Auto- 
mobile Trade 
Journal, M., 10,127 
i Varnish. M., 
Cincinnati, Ohio. . Spokesman of the 
Carringe and 
Associate 
Trades, 





M., 
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CARPENTRY, COOPERAGE, WOODEN- 
WARE, 

Out of 4 publications 3 get credit 
for regular issues exceeding 1,000 
copies. They are: 

New York City...Carpentry and 


Building. M., —— 

Philadelphia, Pa..Carpenter, M., —-—— 
NationalCoopers’ 

Journal, M., 4,345 


CORDAGE TRADE 


has I periodical, not known to issue 
regularly so many as 1,000 copies. 


FURNITURE, CARPETS, WALL PAPERS. 
UPHOLSTERY, CABINET MAKING, 
HOUSE FURNISHING. 

Out of 21 periodicals 4 get credit 
for regular issues exceeding 2,500 
copies. They are: 

G’nd Rapids, Mich. Artisan, S-m., 3,452 
Furniture Rec'd, M. — 


St. Paul, Minn....Midway Man‘f’r, M., 2,650 
St Louis, Mo..... Furniture News, M., 3,950 





JEWELRY, WATCHMAKING, OPTICAL 
GOODS 
Out of 9 publications 3 have credit 
for regular issues exceeding 2,500 
copies. They are: 


Chicago, IIll....... Am. Jeweler, M.,-——— 
New York City... Jeweler, M., 5,000 
Philadelphia, Pa., Keystone, M., —— 


SEWING MACIIINES 
have 2 periodicals, each credited with 
issuing more than 1,000 copies regu- 
larly. 
SHIPBUILDING 

has 2 periodicals. neither of which is 
supposed to issue regularly so many as 
1,000 copies. 


PAPER, STATIONERY, PRINTING, BOOK- 
BINDING, BOX MAKING, STAMPS, 
ENGRAVING, ELECTROTYPING, LITH- 
OGRAPHY. : 

Out ot 29 periodicals 4 have credit 

for issuing regularly more than 5,000 

copies. They are: 


Chicago Iil...... Inland Printer M.. - — 
Indianapolis ‘Ind. Typographical 

Journal S-m. — — 
St. Louis, Mo.. .Progressive 

Printer, M., 5,045 


New York City...B’ksell'r N ws- 
dealer and 
Stationer, S-m., 6.105 
PHONOGRAPHY, STENOGRAPHY, “TYPE- 
WRITING, 

Out of 7 monthly publications 2 
have credit for issuing regu!arly more 
than 1,500 copies. They are: 

New York City...Typewriter and 
Phono.World, M.. ——— 
Cincinnati, O.. . . Phonog'’c Mag., 10,000 
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PHOTOGRAPHY. 
Out of 20 publications 5 get credit 
for issuing regularly as many as 5,000 
copies. They are: 


Chicago, Ill .... Photo. Beacon, M., 7,000 
Minne’olis, Minn. West’rn Camera 


otes, M., 5,000 
Superior, Neb....Philatelic West 
and Camera 

ews, M., 12,021 


New York City... Photo American, M., 
Philadelphia, Pa..Camera, os 
GROCERY. 
Of 27 publications 5 have credit for 
regular issues exceeding 4,000 copies. 
They are: 


6,333 
5,739 


Chicago, Ill...... Grocers’ Crite- 
rion, W.,— 
Modern Grocer, W., 

Boston, Mass..... N e w England 
Grocer, W., 4,015 
St. Louis, Mo.... Inter-State Gro- - 





cer i 
Philadelphia, Pa. .Grocery World, W., 9,267 
GRAIN, HAY, HOPS, 


Out of 7 publications 2 have credit 
for issuing regularly more than 1,500 


copies. They are: 
Chicago, Ill.... ..Grain Dealers’ 

Journal, S.-m., 4,187 
Kansas City, Mo. . Packer, w.,-— 


ICE, REFRIGERATION. 

Out of 3 monthly periodicals 1 gets 
credit for issuing regularly more than 
1,200 copies: 

New York City...Cold Storage, 
LAUNDRY. 

Out of 4 periodicals devoted to this 
industry 2 have credit for regular is- 
sues exceeding 1,000 copies. They 
are: 


M., 1,360 





Chicago, Ill...... Nationa! = 
Journal, -M., 4,000 
Cincinnati, O..... Starchroom, 
MATCHES. 


Represented by a single publication 
of small circulation, 


DRY GOODS, FANCY GOODS, NOTIONS» 
GLOVES, SILKS, TEXTILE 
MANUFACTURES. 

The best periodicals devoted to these 
interests are reticent about making cir- 
culation statements, but of the 23 pub- 
lished 4 get credit for regular issues 


exceeding 2.500 copies. They are: 
Chicago. IIl...... Dry G’ds Rep'tr W..—— 
Boston Mass.... Textile World, M.—— 


New York City...DryG'dsEcnmst..W.,—-— 
Fabrics, Fancy 
G’ds& Notions M. 


CLOTHING, FURNISHING GOODS, 
TAILORING, 


Out of 19 periodicals 12 get credit 
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for issuing regularly more than 2,000 
copies. This isan extraordinary aver- 
age for class papers devoted to any 
trade, and the papers are of unusual 
merit as well. The largest circula- 
tions are accorded to the following: 





San Francisco,Cal.Pac. C’st Mcht., M., 8,200 

Chicago, Ill....... Apparel Gaz., S-m., ——- 
Storry’s Quart’ly, 

New York City....Men’s Wear, S-m., 4,042 
Am. Clothier, M., 7,409 


Am.TIr. & Cut’r,M., 
Cloth’r&Frnshr.,M., 6,492 
Clothing Gazette,M., 3,812 





Haberdasher, M., 4,166 
Sartorial Art J’1, M., —— 
Tailors’ Review, M., —— 
Columbus, Ohio. .Sales Agent, M., 2,895 


HATS, CAPS, FUR. 

Out of 7 periodicals 2 are accorded 
regular issues exceeding 1,500 Copies; 
New York City...Men’s Wear, S-m., 

Cloth’r& Frnshr.,M., 
COTTON, WOOL, 

Out of 10 periodicals 1 gets credit 
for issuing regularly more than 2,500 
copies: 

Boston, Mass..... Am. Wool and 
Cotton Reptr.,W., —— 
FASHIONS, DRESSMAKING, MILLINERY, 

Out of 28 periodicals 9 get credit 
for regular issues exceeding 20,000 
copies. They are: 

New York....American Queen...M., —— 
Delineator.........M., 


4,042 
6,492 








Designer ..........M., 

Elite Styles........ M., 48,000 

Gentlewoman...... M., —— 

Harper’s Bazaar ...M., 

L’Art dela Mode..M., 32,750 

McCall’s Magazine.M., 

Popular Fashions..M., ——— 
LEATHER, BOOTS, SHOES, HARNESS, 


TANNING, TRUNKS. 


Out of 18 periodicals 6 have credit 
for regular issues exceeding 2,500 
copies. They are: 

Chicago, Ill......Nat’l Harness 
Review.......M., —— 
Boston, Mass..... Boot and Shoe 

Recorder..... 
Shoe & Leather 

Reporter..... Ww 
-Nor’w’n Shoe & 

Leather J’l...M., 
New York City ...Shoe Retaiier..W., —— 
Rome, N. Y.....- HarnessGazetteM., 4,006 


St. Paul, Minn... 


CROCKERY, GLASSWARE, POTTERY. 

Out of 7 periodicals 1 has credit for 
regular issues exceeding I,200 copies. 
East Liverpool O.Operative Potter, W., 2,048 


DRUGS, CHEMICALS, PHARMACY, OILS, 
PAINTS, PERFUMERY, SOAP. 

Of 41 periodicals a large majority 

are exceedingly reticent about allow- 

ing their circulations to be definitely 














known. Nine, however, get credit 
for regular issues exceeding 2,500 
copies. They are: 

Chicago, Ill.... Western Druggist, 
Detroit, Mich... Bulletin of Phar- 








macy M., 12,509 
Retail Druggist, _M., — 
St. Louis, Mo...Meyer Brothers’ 
Druggist, M., ——— 


Nationa Druggist, M., 7,841 

New York City..Pharmac’cal Era, W., -—— 
Amer. ee & 

Pharm’! Rec'd, S-m., 

Merks’ Report, M., 9,288 

Prac’al Druggist, M.,——— 

The Oi/, Paint and Drug Reporter, 

a weekly of New York City, has a first- 

rate standing among the papers of its 

class; but if it enjoys a regular circu- 

lation of as much as 2,500 copies, the 

editor of the American Newspaper 

Directory does not seem to be aware 

of the fact. 





BARBERS, HAIRDRESSING. 

Of the 6 periodicals in these inter- 
ests I gets credit for regular issues ex- 
ceeding 2,000 copies. 

Cleveland, O..... Barbers’ Jour’], M., ——— 


DETECTIVE, POLICE, FIRE AND MUNI- 
CIPAL SERVICE. 
Out of 16 publications 2 get credit 
for regular issues exceeding 3,000 
copies. They are: 


Washington, D.C. Deptmnt. News, W., 
New York City... Police Chronicle,W., 3,071 





UNDERTAKING, EMBALMING, CEME- 


TERIES, CREMATION. 
Out of 6 monthlies all but 1 get 
credit for issuing regularly more than 





1,000 copies. They are: 

Westport, Conn.. Modern Embal’r, M., 7,500 

Chicago, Ill...... Park & Cemetery, M.. 2,041 
West’n Undrtkr., M. 

New York City...Sunnyside, M, 7,166 

Rochester, N Y.Casket, M. —— 





Some advertisements are like a bal- 
loon—all wind.—White’s Sayings. 
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A “GRAND STAND PLAY” THAT 
MUST yy AS BRING 


H. A. Pinkham, of Wakefield, Mass., 
buys babies’ moccasins at a moderate 
cost, and watches the local papers for 
all the births. He sends a card of 
congratulation to the parents, and a 
pair of these moccasins. This is inex- 
pensive advertising, and it certainly 
places him in a most favorable light to 
the parents, and can hardly help bein 
a good business proposition.—Shoe ond 
Leather Facts. 


DON’T MAKE A CURE-ALL OF 
YOUR ADVERTISEMENT. 

Don’t try to catch everyone with one 
advertisement. Look over your ground 
—if there are miners in your locality 
and you have something which might 
interest them, lay out your advertisement 
for miners, and don’t try and work 
in a little extra appeal to your carriage 
trade. Find out what you want to sell, 
consider who might use it, talk to them, 
and don’t bother the rest. Don’t try to 
cover your entire stock; have specials, 
a few things to-day, something else to- 


morrow.—Candy Topics, published by 
D. Auerbach & Sons, New York. 
a 
ADVERTISING WILL BEAR TO BE 
AS GOOD AS YOU CAN 
MAKE IT. 


There is scarcely anything so good 
but that it could be improved on, and 
it is easy to note the difference in clean, 
plain, attractive advertising and the 
world of trash we see every day. As 
the world grows wiser and more culti- 
vated, the demand for an elevating class 
of advertising grows greater. Show us 
a firm which follows as it should a 
lain, common-sense, earnest, persistent 
ine of advertising, keeping their name, 
trade mark and wares constantly before 
the people in such a way as to attract the 
attention of the busiest men, as well as 
the masses, and we will show you a firm 
of credit and a bank account. Show us a 
firm whose purse string is drawn, whose 
advertising is limited to a meagre sum 
and cheap matter, and we will show 
you a commercial cemetery.—J. B. Nix- 
on in St. Louis Grocer and General 
Merchant. 





A MILLION PIES. 


‘‘A few years ago we were baking a few 


pies on a gas stove. 
lion pies a year. 
the merits of 
THE WASHINGTON 
says the manager of 
Pie Bakery, 


This growth 
our pies 


Washington, 


Now we bake a mil- 
is due to 
and the merit of 
STAR advertising,’’ 
Holmes’ Home-made 
D. 


M. LEE STARKE, 
Manager General Advertising, 


Tribune Building, New Yorx. 


Tribune Building, Cu1caGo 
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A JOURNAL FOR ADVERTISERS, 
Issued every Wednesday. Ten cents a 
copy. 8 weer es five dollars a year. in 
Six dollars hundred. No back 


Being printed from plates, it is always pos- 
sible to issue a new edition of five bund: cop- 
ies for Fa ora pid number at the same rate. 

rs to subscribe for PRINT- 
ERs’ pla, as the benefit of advg. patrons may. on 
application, obtain special confident.al terms. 
&@ if any person who has not paid for it is re- 
ceiving PRINTERS’ INK it is because some one has 
subscribed in hisname. Every paper is stopped 
at the expiration of the time Paid 10 


numbers. 


ADVERTISING RATES : 

Classified advertisements % cents a line. six 

words to the line; pearl measure; yong 50 cents 

a line; 15 lines to ‘the inch. $100: a Special 

position twent or per cent additi pani, if grant- 
ed; discount, five per ¢ cent f for cash with order 


OFFICES : i. oo 10 “SPRUCE ST. 
London Agent, F.W. Sears, 50-52 Ludgate Hiil,E.C. 


NEW YORK, DEC. 17, 1902. 


No house can be built unless it 
has a foundation. A_ thorough 
common school education is the 
foundation of good writing. Busi- 
ness officers have to complain of 
the deficiency in stenographers. 
Nowhere is it more apparent than 
in advertisement writing. It does 
not matter how many ideas may 
be created in the brain of a man, 
he cannot make them effective in 
an advertisement unless he knows 
how to express them intelligently. 
To write well one must know 
something of words and their uses. 
He should know the meaning and 
the shades of meaning of words 
in order that he may always select 
those which most vigorously will 
tell the story. 

Tue Christmas decorations in 
the Reid. Yoemans & Cubit drug 
store, 140 Nassau street, are al- 
together unique, tasteful and 

“Christmasy.” From the ceiling 
have been suspended thousands of 
twigs of evergreen, forming a 
solid forest-like background 
against which various designs are 
worked out in deep ruby ribbon 
and tissue paper. A dozen can- 
aries in cages add to the forest 
effect. while the windows are fill- 
ed with all manner of holiday pres- 
ents set off against decorations 
that match those in the body of 
the store. However busy the hur- 
ried folks who rush through Nas- 
sau street, hardly any but will be- 
come aware that the holidays are 
at hand when they pass the store 
of the “modern druggists to the 
people.” 
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I HAVE been a reader of Print- 
RS’ INK for 13 years and the at- 
mosphere all about the little book 
carries the moral conviction that 
its management is fair and square. 
—E. S. Dean, Advertising Man- 
ager, Toronto Telegram. 


THE Desmond Dunne Company, 
Eagle Building, Brooklyn, has se- 
cured control of the advertising 
space in all Brooklyn surface cars, 
according to the Eagle, of that 
borough, contracts giving this ex- 
clusive privilege for several years 
having just been signed. 


TRUTH is easily defined. It isa 
statement of fact which cannot be 
disproved. It is this sort of truth 
which is needful in an advertise- 
ment. No article should be vaunt- 
ed above its merit. and no claim 
should be made, and no promise 
given without living up to it to 
the letter. 


MILWAUKEE Sentinel want ads 
are advertised in theater pro- 
grammes in that city, space being 
filled with a talk that is supplemen- 
tary to the half column of “adver- 
tising chit-chat” printed daily in 
the paper itself. Stress is laid not 
only upon the utility of want ads 
from the advertiser’s standpoint, 
but upon the convenience of buy- 
ing articles advertised in these col- 
umns by telephone. At the bot- 
tom of the space is printed a small 
paster with the Sentimel's vari- 
ous telephone numbers, designed 
to occupy a place on the cover of 
the regular telephone book or over 
the instrument. 


THE publishers of Frank Les- 


lie’s Popular Monthly issued a 
Christmas edition of 253.780 cop- 
ies, to be sold at the special price 
of 25 cents a copy. This. they 
think, is the largest edition of a 
high-priced monthly magazine 
ever published in America. It will 
also interest Printers’ INK read- 
ers to know that Leslie’s Monthly 
has furnished to the editor of 
the American Newspaper Direc- 
tory a detailed circulation state- 
ment showing an average monthly 
output of 204.621 copies for the 
year 1902. Just think of it; near 
ly two and a half million copies in 
twelve months ; 
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From William S. Power, the 
Pittsburg advertising writer, come 
four booklets made by him for the 
Peoples Savings Bank of that city. 
The most impressive is one done 
in a white cover and devoted to 
the new home of this institution 
in its own building. Views of the 
yarious rooms with bits of archi- 
tectural detail utilized as orna- 
ments make the little brochure very 
attractive and interesting, while 
the comment is not too long. The 
other booklets deal with various 
departments of the bank. Mr. 


Power is now preparing advertis- 
ing matter for the Savings and 
Trust Company, of Cleveland, and 
a small brochure recently finished 
for that concern is very complete 
in its explanation of the functions 
of a trust company. 


THE readiest way of expounding 
the admirable advertising logic in 
the little booklet entitled “Regina 
Reasoning.” published by the Re- 
gina Music Box Co., New York, 
is to advise readers to send for a 
copy and read for themselves. Or 
perhaps it is as strong an argument 
to state that the booklet was made 
by Wolstan Dixey, late advertising 
manager of the National Cash 
Register Company and the Li- 
brary Bureau. “Regina Reason- 
ing” contains reasons. For in- 
stance, the newest thing in the 
music box line is an instrument 
that plays from a smooth disc. 
Reginas have a tune disc upon 
which each note is played by a 
triangular tooth. At first sight 
the smooth disc appears to be bet- 
ter, but after one has read Mr. 
Dixey’s arguments and inspected 
his photographs showing the 
strength of each tooth, together 
with the saving in motive power 
and wear upon the music boxitself, 
he can hardly help being biased in 
favor of the Regina. The “other 
fellow’ s”’ mechanism is shown up 
in all its various details to the 
advantage of the Regina, and the 
latter instrument is thoroughly 
analyzed in other respects by 
means of the most convincing ar- 
guments and halftones The book- 
let is intended to furnish material 
for salesmen in selling Reginas, 
and is supplemented with matter 
that will interest and convert deal- 
ers. 
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Ir all other things were equal, a 
weekly newspaper would be just 
as good an advertising medium as 
daily—one day in the week. 


Tue Evening Telegram enjoys a 
steady increase in advertising pat- 
ronage. During November a total 
of 284,640 lines was published, or 
987 columns. This is a gain of 
130 columns over the correspond- 
ing month of 1901. The Journal, 
which is the Telegram’s nearest 
competitor, printed 272,318 lines, 
or 946 columns, during the same 
period, a gain of 52 columns over 
November, 1901. In the eleven 
months since January 1 the Tele- 
gram has printed more advertis- 
ing than any other New York 
evening paper. The total number 
of lines for this period was 2,720,- 
968, or 41.3 per cent gain over the 
first eleven months of 1901. Thesix 
other afternoon papers printed dur- 
ing the same period 2,508,694 lines, 
2,249,152 lines, 2,167,345 lines, 1,- 
756,990 lines, 1,650,520 lines and I,- 
504,411 lines respectively. These 
figures include 256,772 separate small 
classified exchange ads, which rep- 
resents a gain of 127,314 over 1901. 
These exchange ads have undoubt- 
edly done much to popularize the 
Telegram and attract display ad- 
vertising, but the fact remains that 
the Telegram is a notably good 
evening newspaper carrying reli- 
able, unbiased, sanely presented 
news and a great deal of interest- 
ing matter that appeals to women 
and children. It is pre-eminently 
a paper that goes into the homes, 
and a paper of that sort attracts 
advertising because advertisers 
cannot afford to ignore it. There 
is little question but that the Tele- 
gram’s other unique characteristic 
—that of telling its circulation— 
does much to keep the ball a-roll- 
ing. Every evening at the head of 
the editorial page is printed the 
average for the past month, as well 
as the number of copies actually 
printed the previous evening. This 

policy is adhered to even through 

pone: Ph +n temporary losses in 
circulation. The daily average for 
November was 161.476. while the 
average for the present year has 
been 152,960, as against 145,632 for 
the first eleven months of 1901. 
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Do not hide your light under a 
bushel unless your object is to di- 
rect attention to the bushel. 





THE practice of wholesalers to 
assist retailers in the advertising 
and sale of staple goods is now fol- 
lowed more and more by those 
firms who have a clear concep- 
tion of the value of publicity. They 
frequently find, however, that the 
apathy and lack of true under- 
standing on the part of the retailer 
nullifies to a certain extent, and 
often to a very large one, the best 
laid plans—plans which can only be 
successfully consummated if every 
link in the chain is helping to lift. 
All large concerns have this exper- 
ience and a big percentage of their 
expenditure is practically lost for 
the reasons stated above. Adver- 
tising is a matter of growth and de- 
velopment with every business, be 
it large or small; retailers must be 
educated to it and they must be 
taught how to use this business 
force. There is no better way to 
teach the retailer the value of ad- 
vertising but to have him read 
Printers’ INK, the journal for ad- 
vertisers, which no man ever read 
without profiting thereby. To large 
firms the idea is recommended to 
subscribe for Printers’ INK for 
such a number of copies as they 
may need after having made a sur- 
vey of the list of retailers with 
whom they deal. They may try 
a certain section of the country or 
a single State, as they may choose. 
Their traveling salesmen may be 
able to submit to them a roll of the 
most enterprising retailers they 
visit on their routes, and thus the 
plan may be tried under the most 
favorable auspices. The reading of 
Printers’ INK will gradually teach 
the retailer what advertising 
means, and the outlay for the year- 
ly subscriptions will likely pay well. 
It will. reduce the percentage o 
waste in the total appropriation 
spent for the purpose to assist re- 
tailers in their publicity, and it will 
quite likely produce just the re- 
sults for which you had hoped. 
Wholesalers have now an unusual 
opportunity to subscribe to PRINT- 
ers’ INK for the benefit of their re- 
tailers by taking advantage of the 
clubbing rates now in force until 
December. 31, 1902. 
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“GUESSING” contests having been 
decided to be legal by an Ohio 
court, a revival of that ancient 
mode of increasing circulation may 
now be expected. 


Mr. W. L. McCuLtacH, the only 
bank advertising manager in the 
world, writes that the Pittsburg 
Bank for Savings, the only bank 
in the world that employs an ad- 
vertising manager, had secured an 
increase in deposits of $3,494,649.75 
from January 1 to November 12. 
This record is not approached by 
any other savings bank in Pitts- 
burg, and is due to a combination 
of liberal advertising and careful, 
conservative management. The 
total number of depositors now on 
the books is 35,000, of which near- 
ly 14,000 were secured during the 
present year, their accounts aver- 
aging $160 each. The _ total 
amount of deposits at the close of 
business, November 12, was $13,- 
182.983.25. Mr. McCullagh’s §lat- 
est novelty is an aluminum “good 
luck” emblem, bearing the ad of 
the bank and enclosing a bright 
new copper cent. “Keep me—I 
am the nimble penny” is the 
legend that points the moral. 


Newspaper bills for our daily 
store news are big. These bills 
are incurred for the mere purpose 
of attracting readers. To accom- 
plish this is a task of great mag- 
nitude. Newspaper columns are 
overloaded with dreary dead level 
advertising of goods at retail. If 
newspapers edited advertising 
carefully much would be thrown 
out as too stupid to print. Know- 
ing this, our policy is to put such 
news before you each day as will 
command your interest. In the 
whole range of English writing 
nothing so much demands a good 
literary style as advertising. And 


f vet many a literary artist would 


fail in the attempt as did Charles 
Lamb when he tried to write ad- 
vertisements for the London lot- 
tery. It is no mean task to pro- 
duce advertising that will be read 
upon its merits—advertising which 
must be read because interesting. 
Nevertheless that is just what our 
writers are trying hard to do every 
dav.—Wanamaker Ad, Dec. 3% 





1902. 














Mr. Otin W. KENNeEpy, form- 
erly managing editor of the Mun- 
cie, Ind., Star has been selected as 
special representative of the Star 
at Washington, D. C. The man- 
agement of the Star had always 
maintained an excellent news ser- 
vice from the national capital, but 
felt that their own representative 
with headquarters there might ad- 
vantageously supplement the pre- 
vious service. The Muncie Star 
is a pusher, 





ADVERTISING is based upon the 
average man and woman—the 
masses. Sometimes it aims above 
the average, and sometimes below 
it, but the masses are the great 
and 


buyers, the adwriter must 
watch them. To-day they demand 
one thing, to-morrow another. 


They are variable as the winds, 
and yet, with all this mutability, 
have certain underlying, unchang- 
ing principles that must be taken 
into account when the copy is 
written. The wise adwriter is he 
who steps down into his audience 
often—studies its needs, its wishes, 
its ambitions, its loves, hates, pre- 
judices and life, and bases his 
work upon them. Advertising 
written from a_ knowledge of 
human nature will seldom fail to 
ring true, 


Tue United Garment Workers 
of America are now running hand- 
some car cards in large cities, call- 
ing attention to theirunion label. In 
Chicago these cards have been sup- 
plemented by those of Fred Gries- 
heimer, a local clothier who sells 
union-made goods. His cards are 
lithographed to match the Garment 
Workers’ in color and design, and 
by special arrangement are dis- 
played next to them in the cars, 
with a large index finger point- 
ing to the latter. This clever way 
of utilizing general advertising in 
one’s own campaign can doubtless 
be adapted to many other lines. 
The idea and wording of Mr. 


Griesheimer’s card are excellent, ' 


and the only criticism that the 
Little Schoolmaster would offer 
is the suggestion that it is always a 
matter of sincere regret to an ex- 
act person to see the word “label” 
spelled “lable.” - 
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For the purpose of fostering 
an ambition to produce good 
retail advertisements PRINTERS’ 
Ink will open on December 24a 


RETAILERS’ 
CONTEST 


of advertisements. Any reader 
or person may send an ad which 
he or she notices in any news- 
paper for entry in this contest. 
Reasonable care should be ex- 
ercised to send what seem to 
be good advertisements. Each 
week one ad will be chosen 
which is thought to be superior 
to any other submitted in the 
same week. The ad so chosen 
will be reproduced in PRINTERS’ 
Ink, if possible, and the name of 
the sender, together with the 
name and date of the paper in 
which it had insertion, will also 
be stated. A coupon, good for 
a year’s subscription to Print- 
ERS’ INK, will be sent to the per- 
son who sends the best ad each 
week. Advertisements coming 
within the sense of this contest 
may be taken from any period- 
ical, and they should preferably 
be announcements of some re- 
tail business, including bank 
ads, real estate ads, druggists’ 
ads, etc. Patent medicine ads 
are barred. The sender must 
give his own name, the name 
and date of the paper in which 
the ad had insertion. All ad- 
vertisements submitted for this 
purpose must be addressed 
RETAILERS’ Ap ConTEsT, Care 
Editor PRinTERS’ Ink,10 Spruce 
Street, New York. 
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REPUTATION is the world’s esti- 
mate of a man; but character is 
what the man really is. One may 
build up reputation through pub- 
licity, but character comes from 
within. Through the medium of 
advertising almost any sort of an 
article may be given repute or rep- 
utation, but whether or not that 
article sells depends upon its char- 
acter—its real value, not its esti- 
mated value. 





Now and then a “correspondence 
school” is closed by the govern- 
ment, after it has raked in a snug 
fortune from the gullible. It would 
be well for the public if some 
“schools of journalism,” “schools 
for adwriting” and all other al- 
leged schools which affect to teach 
practical experience through the- 
oretic teaching at a distance were 
closed, and closed forever. The 
universities have all they can do 
with their students at present to 
prepare young men and women for 
entrance into the world of prac- 
tical life. The universities, though, 
have not the affrontery to claim 
that they can teach a man what 
can come to him only in the 
rugged school of applied practice. 





SoME time ago Mr. David 
Rosenthal, of Pittsburg, conclud- 
ed that he had worked long 


enough for others and decided to 
go into the merchant tailoring 
business for himself. Few mer- 
chant tailors advertise in progres- 
sive fashion, but Mr. Rosenthal had 
a very high notion of the value 
of publicity, and almost the first 
step he took was to secure the 
names of several thousand men he 
knew to be buyers of first-class 
tailored clothing. To this list 
were mailed four neat cards, with 
a short talk, some prices and a 
halftone of himself. This series 
was prepared by E. H. Cahill, the 
Pittsburg adwriter. Stress was 
laid upon the fact that exclusive 
designs could be furnished at rea- 
sonable cost, and that all work was 
done under Mr. Rosenthal’s super- 
vision. Substantial responses were 
received from the beginning, and 
the results to date have been grati- 


fying. 
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Ir is leaks in the roof which 
spoil the plastering of the house. 
It is neglect of details which plays 
havoc with the profits of business. 
In great concerns it is not possible 
that any one man can attend to 
the little things, but there is no 
ccucern, however big, that can af- 
ford to. neglect them. One mind 
can issue and look to the inforce- 
ment of general plans, and that 
mind can see to it that competent 
help will look vigorously to the 
details, however minute they may 
be. It is attention to and the 
building up of little things which 
give magnitude to every business 
enterprise. 


One of the best ads in the 
Christmas magazines is the four- 
page talk about St. Nicholas en- 
titled “A Saint and a Sinner,” 
written by Josephine Dodge Das- 
kam and illustrated with pictures 
from early issues of that sprightly 
monthly. In fact, it is one of the 
best ads that have appeared in a 
good many months. Besides be- 
ing extremely happy in its chatty 
style, it contains sound arguments 
for the periodical, and can hardly 
fall short of having an immediate 
effect upon grown readers who 
have children or child friends. If 
advertising ever becomes literature 
in the best sense of that debatable 
word it will undoubtedly be liter- 
ature of some such: sort. 





THE Four Track News, with a 
monthly edition of 50,000 copies, 
has a steadily increasing subscrip- 
tion list, while its system of dis- 
tribution is one of the best enjoyed 
by any magazine. In the United 
States and Canada it is handled by 
thirty-four news companies, while 
the International News Co. dis- 
tributes it throughout Europe, 
Foreign offices for the reception of 
subscriptions are maintained at 
London, Southampton, Bremen, 
Paris, Havre, Antwerp, Liver- 
pool, Hamburg and Genoa, and 
files are kept at the office of every 
United States consul and consular 
agent in the world. Through the 
express companies and _ tourist 
agents it is also on sale at upwards 
of 500 places, embracing 210 cities 
in forty-five foreign countries. 














Tue man of bright, novel ideas 
may or may not be a successful 
advertisement writer. It is one 
thing to attract the attention and 
another thing to hold it until con- 
viction is reached. Man is full of 
curiosity. What is odd, unique, or 
startling cannot fail to arrest hisat- 
tention. But man is capricious and 
active. He does not stop long at 
one place. He likes to be amused 
and entertained. But he is more 
difficult to be convinced. One who 
writes advertisements must learn 
how to make appeal to the under- 
standings of men. Oftentimes the 
very brightest ideas fail to do more 
than arouse the curiosity for a 
brief space. 


On page 82 of the December 
Scribner’s advertising section the 
Dillingham Shop, Toledo, Ohio, 
uses three quarter-page spaces to 
advertise art furniture. This odd 
shape, with the main part of the 
ad at the top of the page, gives 
practically the effect of a full page 
at one-fourth less cost, while, 
strange enough, the advertisers 
who occupy the remaining two 
eighth-page spaces have a better 
showing than ordinary because the 
Dillingham Shop’s ad is peculiarly 
tasteful and attractive. If the de- 
mand grows for these odd-shaped 
ads, however, the magazine will 
present a somewhat bizarre ap- 
pearance, 


ee 

Montcomery Warp & Co., Chi- 
cago, have issued the first number 
of a magazine to be published 
“every now and then” and sent out 
in large editions to customers. The 
edition of the initial number is one 
million copies, and the sixteen 
pages of matter are about evenly 
divided between stories, general 
matter, advertisements and infor- 
mation about the firm and its op- 
erations. The pages are ten by 
thirteen inches in size, and the 
printing is in two colors. A very 
good quality of paper is used, con- 
sidering the large issue, and as a 
one-cent stamp must be affixed to 
each copy mailed, making a post- 
age bill of $10,000, the expense of 
publication must be heavy. The 


printing is being done by the W. 
F. Hall Printing Company, Chi- 
cago, 
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Mayor Low, District Attorney 
Jerome, former Senator David B. 
Hill and others who have beenlith- 
ographed lately in advertising a 
brand of whiskey have had their 
defence taken in hand by the New 
York Board of Trade and Trans- 
portation. At its regular monthly 
meeting the Board unanimously 
adopted a resolution offered by 
Morris S. Wise condemning the 
advertisements in question and de- 
claring it time for legal action to 
be taken to prevent such an exhi- 
bition of a man’s portrait. En- 
actment of such a law was urged. 


THE latest st. thing in newspaper 
circulation auxiliaries is the col- 
lection of “one hundred best paint- 
now being sold by the New 
York Mail and Express, the Mil- 
waukee Sentinel, the Detroit Free 
Press, Denver News, Philadel- 
phia Press, Galveston News, Rich- 
mond Times and other high-class 
dailies. These pictures are imi- 
tation photogravures made by a 
secret process by the Rembrandt 
Photogravure Co., of London, and 
are so admirable from the artistic 
standpoint that they have been sin- 
cerely praised by art connoisseurs. 
It is said that Mrs. Astor recently 
sent to the office of the Mail and 
Express for six copies of the first 
portion of the series, which is is- 
sued in twelve parts at twenty-five 
cents each. The series is handled 
in this country through a branch 
office of Charles Letts & Co., the 
well-known London publishers of 
diaries. Mr. Horace Townsend is 
in charge of the newspaper adver- 
tising, and has produced some very 
effective copy. At the beginning 
of the campaign he found that it 
was almost impossible to rouse 
popular interest in paintings in 
the abstract, for the series, treat- 
ed from the artistic side alone, 
lacked popular interest. By treat- 
ing the pictures separately, how- 
ever, telling little stories about 
their subjects, the conditions un- 
der which they were painted or 
the artist himself, he found ready 
response, and the large spaces giv- 
en to the pictures by the dailies 
that handle them has been turned 
into thoroughly profitable adver- 
tising, 
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PUBLICITY OF THE JOSEPH 
DIXON CRUCIBLE 
COMPANY. 





The largest producer and manu- 
facturer of graphite in the world 
is the Joseph Dixon Crucible Com- 
pany, of Jersey City. Besides the 
product of its own mines in Flor- 
ida and New York this company 
imports various varieties of the 
substance from ‘Germany, Ceylon 
and Mexico, and since 1827, when 
Joseph Dixon perfected his pium- 
bago crucibles, revolutionizing 
foundry methods, the company has 
been foremost in original research 
and the application of graphite to 
new purposes. To-day it makes 
above forty separate commodities 


from the mineral, and has a trade. 


extending over the entire globe. 
“Naturally, we are believers in 
advertising,” said Mr. Geo. E. 
Long, secretary of the company, to 
a PRINTERS’ INK reporter. “For 
peculiar reasons, however, our be- 
lief in publicity is far greater than 
our application of it. With pro- 
ducts so varied our field is tremen- 
dous, and we have never even be- 
gun to cover it adequately. Had 
the Dixon Company exploited each 
of its products to the fullest extent 
during the past twenty years it 
would by this time be a corpora- 
tion as large as the Standard Oil 
Company. Such exploitation would 
necessitate vast specialization of 
our publicity, as the work of ad- 
vertising any one of our products 
would keep a large department 
busy from New Year to Christmas. 
To properly exploit pencils, cru- 
cibles or any one of 6ur many 
lubricants would carry us into ram- 
ifications of advertising that would 
be stupendous. Our present ex- 
penditure is relatively small—not 
more than $50,000 per year—and 
we have been content to push a 
few leading products in a general 
way, leaving others to find their 
own market. We have lately be- 
gun developments in advertising 
that lead toward specialization, 
however, and will doubiless give a 
better account of ourselves in the 
future. Our advertising may be 
roughly divided into two branches. 
The larger one comprises about 
two hundred trade journals cover- 
ing the mechanical industries 





PRINTERS’ INK. 


chiefly—electrical, railroad, auto- 
mobile, bicycle, marine, cotton, 
sugar, agricultural journals and so 
forth. The other branch is the ex- 
ploitation of pencils in general me- 
diums—Harper’s, Century, Ladies’ 
Home Journal, Youth’s Compan- 
ion and educational organs. In ad- 
dition to these we use certain Eng- 
lish mediums, placing through our 
London branch, while our agents 
in Germany, Russia, France and 
Europe generally do considerable 
advertising upon their own ac- 
count, having the exclusive sale 
of our products. As for copy, we 
use several kinds. In trade jour- 
nals we frequently print dialogues, 
anecdotes and little business stories 
with a graphite moral. We also 
use display and. illustrations lib- 
erally. Then there is our cata- 
logue, with many different kinds , 
of booklets for many different pur- 
poses. Practically none of our ad- 
vertising is keyed, but we know 
that it pays us in a general way, 
and have continued it persistently 
for many years. During the hard 
times following the panic of 1893 
we did not discontinue a single 
line of space, and in mediums like 
the Iron Age we enjoy a rate half 
as high as that paid by advertisers 
who have made late contracts. It 
is the practice of some of these 
mediums to accord advertisers the 
rate at which they enter their pages 
so long as the space is used con- 
tinuously. Were we to miss a 
single week in the Jron Age, for 
example, the cost of our space 
would double. This is proof of 
our faith in publicity as a gen- 
eral force. Several years ago a 
large manufacturing concern that 
had advertised continuously for 
many years suddenly cancelled all 
contracts. The general manager 
had come to the conclusion that ad- 
vertising was a mere waste of gi 

money. Six months after its ads 
had ceased the books showed that 
sales were as large as ever, and 
the amount saved in advertising 
expenditure made a tidy profit. At 
the end of a year there was no 
perceptible falling off in business, 
and the general manager congrat- 
ulated himself upon having stopped 
a foolish expenditure. But at the 
end of fifteen months sales dropped 
off in the most alarming manne, ~ 

















and in the two years following it 
took nearly twice as much as the 
former annual appropriation to re- 
gain lost trade. His experience 
confirms me in my belief that we 
cannot afford to abandon any of 
the ground we have gained. 
“Returns cannot always be traced 
in the concrete, but in the mass 
they come surely. While we do 
not key, we have a most thorough 
system for taking care of inquiries. 
When we get a letter from a man 
in Indiana asking about our bicycle 
graphite or roof paint we send 
samples when practicable. Then, 
at the end of thirty days, after 
giving him time to try our goods, 
we send another personal letter 
_ asking whether he has succeeded in 
obtaining the article that he want- 
ed. Stamped envelope is inclosed 
for a reply, and we follow him up 
until he has been put in touch with 
our agent. Sometimes our travel- 
ers are notified to call upon him. 
This follow-up system is a vital 
factor in our business. You can’t 
spend too much money in following 
\, inquiries, for the one grand object 
“of advertising is to obtain them. 
Just the other evening I talked 
with a druggist near my home. He 
had a cash register that cost three 
hundred dollars. I asked if that 
“wasn’t rather a large sum to in- 
vest in a money drawer. He said 
that it was, but that he had been 
induced to buy it by the excellent, 
persistent follow-up literature used 
by the Dayton Cash Register folks. 
Once they had his name and ad- 
dress they kept at him eternally. 
They were not troublesome, but 
every week he received a neat fold- 
er or booklet or card telling of 
someone in his line of trade who 
had bought @ cash register and 
liked it. Finally he concluded that 
he was old-fashioned, and bought 
one himself, and when it had been 
in the store three months it proved 
such a convenience and time saver 
that he would not have taken the 
proverbial weight in gold for it if 
he could not have got another. 
Yet if the follow-up system had 
not won him over the company 
would have never made the sale, 
and he would never have known 
the convenience of a modern cash 
fegistering machine. Follow-up 
\ System makes or mars publicity. 
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Lack of thorough specialization 
has cost us considerable business 
that has gone to bright fellows who 
took the trouble to advertise sim- 
ilar products. There’s stove polish 
for one. Dixon’s stove polish was 
used by our great-grandmothers, 
and had always created its mar- 
ket. We never advertised it, how- 
ever, and in the days before liquid 
polish the Rising Sun folks got 
some of our trade. Then the 
Enameline man began in a small 
way, buying material from us at 
first and sometimes getting behind 
in his bills. His methods were ex- 
cellent. He not only did able ad- 
vertising, but won over the trade. 
He did not try to cover the whole 
country at once, but went into 
small territory, making sure of it 
and going on a bit further. Pres- 
ently he had no difficulty in pay- 
ing bills, and by downright hust- 
ling he has made liquid polish the 
favorite and given us a black eye 
in the stove polish field. As a 
matter of fact one cake of graphite 
polish will go as far as six of the 
liquid, but the latter is most con- 
venient and women do not enter 
into the merits of the case. The 
Enameline man tells them about 


his product; we don’t; he gets the . 


trade. His success is proof that 
we could do much with systemat- 
ic specialization. We originated 
graphite axle grease, but have 
never pushed it vigorously. It is 
by far the best article of its kind— 
more cleanly, economical, lasting 
and easy of application. Wise ex- 
ploitation would give us an im- 
mense business in this product. 
But our main endeavor is to de- 
velop graphite products, and the 
business has grown so rapidly that 
we have had no time to advertise 
properly. We lack room and 
facilities and are behind with 
orders in many lines.” 


“PERSISTENCE IS THE 
CONDITION OF ALL 

FRUITFULNESS.” 
The fact should never be overlooked 
that the mightiest of the earth pass away 
and that with the moving spirit of the 
times people not only cease to talk of 
them, but soon forget that they have for- 
gotten. To think that advertising in- 
dulged in for part of the year will 


FIRST 


leave a reminder in the minds of the 
public for the balance of the year is a 
besetting i 
World, 


business sin.—Bicycling 


~ 


* 
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WITH ENGLISH ADVER- 
TISERS. 


By T. Russell. 


What amount of moral respon- 
sibility does a newspaper accept 
for the advertisements to which it 
gives insertion in its columns? 

This is always an _ interesting 
question, and moralists have not 
always perceived that censorship 
may carry more responsibility than 
laxity itself. Some newspapers, 
like the Ladies’ Home Journal—a 
publication so admirable that I 
find myself constantly referring to 
it—are known to make a great 
point of safeguarding their ad- 
vertisement columns, and one 
hears of grievous heartsearchings, 
Philadelphia way, even on the mild 
subject of corset ads. It is quite 
reasonable that newspapers should 
refuse insertion to advertisements 
which sin against their readers’ 
standard of propriety. But some 
newspapers also undertake to pro- 
tect their readers against adver- 
tisers who are supposed not to 
give them sufficient value for their 
money. Here again, no one can 
object to the refusal of insertion to 
advertisements that are plainly 
fraudulent; but some newspapers 
go farther, and sift and criticise 
“till Launcelot is not brave nor 
Galahad pure.” 

* * * 


The question here obtrudes it- 
self, whether newspapers which 
carry censorship to the limit do 
not usurp the right of their read- 
ers to judge for themselves. No 
medicine advertisement is good 
enough for the blameless columns 
of the Ladies’ Home Journal; and 
some English publications are 
equally severe in other ways. Now, 
if an advertisement that is not “all 
right” does by accident slip into a 
paper that is run on these lines, 
it is capable of doing a great deal 
more harm than where the public 
is allowed to take its chance and 
exercise its own judgment in re- 
gard to what is offered for sale. 
Indeed, the public would have a 
large-sized grievance against a 
publisher who. while undertaking 
to protect his readers like children, 
failed to do so. Conceding that 
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every newspaper ought to exclude 
advertisements that are unclean or 
evidently fraudulent, it is a great 
question whether here, as else- 
where in the experiences of life, 
freedom and the consequent duty 
imposed on everyone to look after 
his own interests are not the true 
safeguards of the public. 

* * * 

The question of censorship has, 
in another department of adver- 
tising, come rather prominently 
before the British public of late. 
The firms who make a business 
of wall-poster advertising, and 
particularly those -concerned with 
theatrical posters, have taken up a 
very strong position, and are re- 
fusing to put up pictures that they 
disapprove of. Hundreds of mel- 
odrama posters—costing up to 
a thousand dollars apiece to pro- 
duce—have been rendered useless 
by this means.» The London Bill- 
posters’ Association ‘has been rec- 
Ognized as censor, and affiliated 
S$ cieties all over the kingdom re- 
fuse to handle pictures which the 
association condemns. I have seen 
some of the posters, which a re- 
calcitrant bill-posting firm had put 
up. The first depicted a man sup- 
porting a fainting woman, and near 
them three men holding a man* 
with a vulture’s head and hideous 
talons or claw-like hands. the three 
men restraining the latter from 
advancing toward the females. An- 
other showed a _ kitchen with 
table laid, a maid servant, appar- 
ently insensible, lying on the floor, 
the same vulture man _ entering 
an open window, and a soldier 
dressed in khaki entering through 
the doorway, the door having ap- 
parently been forced in. A third 
depicted a woman dressed in yel- 
low with a raised lamp in her left 
hand, skeletons of birds and rep- 
tiles in cases, and a vulture dress- 
ed as a man breaking throtigh the ° 
woodwork of a doorway into 3 
room. This terrific series was fe 
produced in the most expensive 
chromolithgraphy: and the loss 
caused by their suppression must 
have been considerable. In- 
terviewed by a newspaper cof- 
respondent, the manager of t 
best firm of poster-printers in t 











kingdom, David Allen & Sons, 
Belfast, criticised the composition 
of the London Billposters’ Asso- 
ciation in strong terms. He said: 
“Millions of money have been 
sunk in melodramas by the three 
or four hundred companies con- 
stantly touring, and the bulk of 
this enterprise is dependent on ad- 
vertising by sensational posters. 
If sensational posters are entirely 
done away with, a death-blow will 
be given to melodrama and incal- 
culable suffering inflicted upon the 
thousands who live by it. I reck- 
on that the melodrama posters 
now actually in existence, and at 
the mercy of this association, are 
worth £250,000. Therefore it is 
important that a committee having 
such powers should be as much 
above criticism as possible. But 
instead of that, the utmost dissat- 
isfaction exists concerning the 
way in which the association is 
constituted. Neither theatrical 
managers nor printers, nor even 
provincial billposters, have repre- 
sentation on the committee, the 
constitution of which is a mystery 
to those who suffer so greatly from 
its decisions.” 
* * 
On general principles, such a 
matter ought to be decided by the 
judgment of the public. No one 
can defend the taste of the posters 
I have described above. But it 
would be difficult to decide that 
sensationalism of this kind is a 
danger to public morality, and if 
the public objects to the posters 
on other grounds, the public will 
show its disapproval of them by 
staying away from the theatres 
thus advertised. I have not heard 
that any objection had been raised 
by the association to posters of 
the leg-drama kind, like those 
which the modest ladies of Boston 
(wasn’t it?), sallying forth at 
night, modestly draped with brown 
paper, to the laughter of a cynical 
Hub. A good deal might be said 
for a censorship of that sort. 
* * o* 


Miss Olga Nethersole, who (if 
I remember rightly) had trouble 
in America over her produ ‘on 
of “Sapho,” has hit back smartly 
at censorship of yet another sort. 
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Two Dublin newspapers attacked 
the morality of this same play and 
advised their readers to stay away 
from it. Their readers did not; 
and Miss Nethersole, who at first 
contemplated a libel suit, abandon- 
el the idea, saying that as she 
played to undiminshed audiences, 
she could not well collect damages. 
She contented herself therefore by 
calling attention to the fact that 
the Freeman’s Journ.’ and the 
Independent, one of which advo- 
cated boycotting and the other de- 
scribed the play as “unclean,” both 
accepted her advertisements and 
took her money. She left the pub- 
lic, she said, to judge of their 
standard of morality and logic. 
* * * 


At the annual meeting of the 
Pears’ Soap Company (for whose 
able manager a London paper re- 
cently made the modest claim that 
“it is Mr. Barratt who first taught 
the Amer’:ans how to adver- 
tise!”), the deferred dividend was 
passed, owing to a decline in pro- 
fits of 44,000 dollars. There were 
still 242,500 dollars for the other 
shareholders, however, and it was 
stated that there was an actual in- 
crease in the turnover. The fall 
in profits was entirely attributable 
to the still advancing price of raw 
materials. There is consequently 
every reason to suppose that the 
comparatively lean period now be- 
ing experienced will fill out satis- 
factorily by-and-by. Pears’ Soan. 
however, is not advertised now on 
the lavish scale once the dread 
and envy of us all. 

















DOES NOT BELIEVE IN TRUSTS. 
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A JEWEL FOR SOMEBODY. 
Rockport, Ind., Dec. 2, 1902. 
Editor of Printers’ INK: 

Printers’ Inx is all right. Wish I was as 
well constituted as it. Perhaps you can help. 
I want editorship of some paper, any kind; 
or will conduct departments a my own origin 
for snug salary. Can increase any paper’s 
circulation. Experienced a little; gumption 
by car loads. If you will put me in touch with 
some who will take me up, I will remit you 
half of my first two months’ salary and take 
Printers’ Inx for life. Don’t place my name 
er town. Hoping you can lead me toa land 
of strenuous work, but which flows with liter- 
ary gems and honey. 9 I 

x R. Cook. 


AM’L 
sicher acmaname 
IN THE GRANITE STATE. 
Mancuester, N. H., Dec. 3, 1902. 
Editor of Printers’ Ink : 

Our investigation does not tend to confirm 

your idea that the leading citizens of the State 
take and read the Boston papers. On the con- 
trary, we should say that only a minority of 
our people read any except the home papers. 
We should say that the Mews was read in 
Manchester by more people than read all the 
Boston“papers put to; ether in this city, and 
we should say that the Union was read by 
more people in the State than al] the Boston 
papers put together. 
RINTERS’ INK is a constant visitor to this 
office, and what little success the Mews has 
achieved is due more to its teachings, as they 
have been imbibed by me, than to any other 
one earthly source. 

I believe the American Newspaper Direc- 
tory is as fair, just, impartial and accurate as 
Printers’ Inx is illuminating, and every 
honest publisher can get from it his _ deserts 
every time, Yours, very truly, 


Publisher of Manchester Vews. 
—_—__ +o - 
A GILT-EDGED PROPOSITION — BUT 
THE BRONZE COMES OFF. 
Frank Lgsuiz’s PoputarR MonTHey. 
December 8, 1902. 
Editor of Printers’ INK: 

A pupil of the Little Schoolmaster says he 
likes to glance through Les/ie’s Monthly 
“¢ after having torn away the first cover.’”’ Of 
course, if the pupil tears the cover off to pin it 
over his desk, that is one thing ; but if he tears 
it off because he does not like it, we confess 
we understand why he is still a pupil. Les/ie’s 
Monthly has done a good deal of expgriment- 
ing in covers. and now it has done with experi- 
menting For ten months this monthly has 
carried this simple cover of buff and blue— 
certainly the most distinctive cover on the 
market, possibly the most dignified. Commer- 
cially, the publishers know the cover of Zes- 
lie’s Monthlyis right, for the value of its trade- 
mark has been abundantly proved by results. 
Artistically, they thought they were right, but 
much as the cover appealed to them they felt 
themselves here on more uncertain groun 
Therefore, they took counsel with Mr. Max- 
field Parrish. Mr. Parrish looked attentively 
at the cover. ‘‘Gentlemen,” he said, “ you 
have at once the most successful and the best 
looking cover in the field; why change it?’ 
Why, indeed. The publishers had no answer 
to make, and if the Little Schoolmaster’s pu- 
pil has, they would like exceedingly to knowit. 

Respectfully yours, 
LLERY SEDGWICK, Editor. 
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TOMBSTONES. 


Mempuis, Tenn., Dec, 6, 1902. 
Editor of Prinvers’ Ink: 

Can you advise me where I can find a good 
practical advertising plan for increasing the 
sales of a tombstone dealer? This particular 
dealer has never employed salesmen and wishes 
to get out some sort Of advertising matter to 

om his business this coming year. I have 
done some little advertising and would value 
very much any suggestions. 

ery respectfully, 
Cuas. R. Hartune, 
208 Wellington St. 


HIS FACE. 
W. M. OstTRANDER. 
North American Building. 
PuHILaDELPuiA, Dec. 1, 1902. 
Editor of Printers’ Ink: 

In the Nov. 26th issue of Printers’ 
Ink I notice an article on ‘Pictures 
in Advertising” by Robert F. Miller. 
Most of this article is based on good 
common sense, but Mr. Miller has evi- 
dently made several of his statements 
somewhat hastily. He states that “Os- 
trander, the real estate man, has been 
showing a full page with a small card 
at the bottom, but it is to be feared that 
conservative, level-headed owners of 
real estate will not be strongly in- 
fluenced to intrust the management of 
their property to the original of the 
youthful, rather sentimental likeness so 
prominently presented.” In the first 
place, Mr. Ostrander’s phenomenal suc- 
cess ought to be sufficient evidence of 
the fact that he knows exactly what 
he is doing when he inserts his full 
page portrait ads. It is true that his 
pictures show a comparatively youthful 
face, but this is the age of the young 
man. The supremacy of the old, con- 
servative business man in the Mercantile 
World, no longer exists. The people of 
to-day have more faith in the ability of 
the young aggressive business man be 
cause he actually accomplishes more. The 
pictures of an old conservative face might 
appeal more strongly to a certain class 
of conservative (but not necessarily lev- 
el-headed) people, but as these people 
are not in the majority it is safe to 
assume that such a picture would not 
inspire any more confidence, if as much, 
in the majority of people, as the more 
youthful face. In the second place, it 
is peculiar, to say the least, for any 
person with any knowledge of advertis- 
ing, to suppose that Mr. Ostrander 
would continue any certain form of ad- 
vertising if it were unprofitable. Mr. 
Ostrander keeps an accurate account of 
the returns from each individual ad 
and knows almost exactly how much and 
what kind of business each ad produces. 
He has had enough experience and has 
spent enough money in advertising and 
has handled. enough real estate trans- 
actions for prominent and_ substantial 
business men in all parts of the coun 
trv, to know whether or not his youth 
ful face gains the confidence of the 
people with whom business connections 
are desirable. 





TowNSEND WELLS, 
Assistant Advertising Manager. 











WHO CAN HELP HIM? 
510 CEDAR STREET, 
JACKSONVILLE, Fla., Dec. 7, 1902. 
Editor of Printers’ Inx: 

I am anxious to find a good system to be 
used in the circulation department and mailing 
room of anew afternoon paper. Any assist- 
ance that you may give me will be liberally 
paid for as well as greatly angeeasses. You 
may care to know that my advertisement in 
Printers’ Ink of Nov. 19 brought me many 
answers. 

Yours truly, 


IT IS THE BEET SUGAR IN- 
FLUENCE. 


Arsany, N. Y., Dec. 8, 1902. 
In ‘‘ The Greatest Circulations ’’ you include 
the American Agriculturist among New 
York papers, though it is owned, published, 
printed and mailed at Springfield, Mass.— 
entered as 2d class mail at that P.O. This 
is a manifest injustice to the agricultural papers 

of the State. LutHer Tucker & Son. 

The Country Gentleman. 


To a PRINTERS’ INK reporter who 
was sent to exhibit a copy of the 
American Agriculturist, which is 
actually published at Springfield, 
Mass., but purports to be issued 
at New York City, the first as- 
sistant postmaster of the New 
York Postoffice said the manner 
and form of the entry of the Ag- 
riculturist as second class matter 
is not in accordance with the law 
and in his opinion the practice was 
not legal, but the matter was out- 
side his jurisdiction. 


MR. LA COSTE EXPRESSES‘HIS VIEWS. 
New York, Dec. 6, 1902. 
Editor of Printers’ InK: 

In your issue of October 15th, page to, there 
is reported an interview with your expert, and 
in the course of which the San Francisco £x- 
aminer is the paper mentioned as the one he 
would use at that point for the announcement 
of fountain pens. We take it for granted that 
men would be the most likely to purchase such 
an article. That being the case, we are of the 
opinion that the San Francisco Bulletin would 
be the most profitable newspaper for the use of 
such advertising. Our reasons are: The Aui- 
letin is a conservative daily newspaper that is 
not sold on the street, but is subscribed for by 
the business and professional interests of San 
Francisco. It publishes one of the best finan- 
cial market and commercial pages on the Pa- 
cific Coast, and also one of the best sportin 
pages. Its mining news and reports of lega’ 
decisions are considered authority. That it is 
recognized as a desirable medium for the pur- 
i of reaching business men is best proven 

y the fact that it carries more announcements 
than does any other San Francisco paper, of 
high grade whiskies, wines, champagnes, beers, 
etc. ; also of high grade cigars, cigarettes, etc. 
Furthermore, two of the leading fountain pen 
manufacturers of the United States, if not of 
the world, patronize its columns. We take it 
that it is not the extent of a paper’s circulation 
that would appeal to an advertiser of this sort, 
but that the class of people reached would be 

é point aimed at—provided, of course, that 
the paper had a good circulation. 

H. D. La Coste, 


Frank S, ADAMs. 
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A MOUTH THAT BUTTER WOULDN'T 
MELT IN. 


Cincinnati, O., Dec, 4, 1902. 
Messrs. Geo, P. Rowell & Co, 

We to-day received your marked copy con- 
taining the name of our publication without 
circulation rating. 

The output of the Home Courier is 80,000 
per month, but we do not care to issue a sworn 
statement ; in fact, we do not issue any state- 
ment. We have fuund that circulation state- 
ments are of no value. If you wish to insert 
80,000 where the amount is now left blank, you 
are at liberty to do so for your own benefit ; 
but we do not consider the statement of an 
value, and we would be just as well satisfied if 
you omitted itentirely. With kindest regards, 
we remain. ours, respectfully, 

Home Covurigr Pus.isuinc Co, 
C. J. Matuews. 


A QUERY. 
1030 Hudson St., 
Hozoxen, N. J., Dec. 4, 1902. 
Editor of Printers’ INK: 

Do you think it is good advertising for the 
Minneapolis /oxurnad in its advertisement on 
page 13 of this week’s Printers’ Inx to sur- 
round a reproduction of a section of the N.Y. 
World's classified columns with the words 
“True Value” in 50-point bold face, and to 
stamp in the center conspicuous dollar marks? 

Respectfully, m, C. W. Duranp. 


gabeniiiiiiintentie 
GOOD ADVERTISING IN GOOD 
SPACE i UPON 


I believe that as a general thing mer- 
chants try to get too much matter into 
a limited space. Big space pays. It is 
foolish to try to advertise special reduc- 
tion sales in a space five inches long 
and one column wide, and yet I know 
merchants who do this and wonder why 
their sales do not draw as big crowds as 
the sales of their competitors who use a 
whole page and quote prices galore. 
People judge a store by the way it 
spreads itself. If you are afraid to toot 
your own horn they think you are scared 
or behind the times. When you do a 
thing it is always well to do it with 
all your might. That is the way to do 
when advertising. It is the only wa 
that leads to success.—Raymond H. 
Merrill in Michigan Tradesman, 
WHEN DOORS ARE _ CLOSED 

BRING CUSTOMERS IN THROUGH 

THE WINDOW. 

Now that autumn is with us, the door 
of the cigar store, which all summer has 
stood invitingly open, must soon be 
closed, and the wise retailer will re- 
sort to his window to counteract this 
barrier between himself and his custom- 
ers—for be it remembered that the 
average man finds it considerably easier 
to enter a cigar store when the door 
stands open than he does when it is 
tightly closed. The necessity becomes 
evident, then, of making the men who 
pass your store feel that they will find 
a cosy warmth, and a cordial, hea 
reception if they step inside. All this 
may be accomplished by judicious 
window dressing—by the employment 
of window displays that convey to the 
mind of the onlooker an impression of 
warmth, color and good cheer.—Can- 
adian Cigar and Tobacco Journal. 
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7IN 7 J ° LL irculation te i 
FINE ADVERTISING FOR POLIT. A Ui.neruape ereuation managers 
~ a books published by us Pond written by Murat 
STANDBY. stead. Bie! make paying is Premiums. Over 
A new form of advertising was re- 000,000 *TaE pnoemoms COMPANY, Dept De 


cently adopted by a Baltimore firm at 
its opening. This consisted of a brass 
band, the members of which were seat- 
ed upon a tally-ho coach outside the 
store. There is no doubt that an out- 
fit of this kind will attract attention, 
and for some classes of business the 
result will doubtless be very satisfac- 
tory.—Dry Goods Economist. 
NEE 


GOOD THING TO SAY OVER AND 
OVER. 


It cannot be too frequently or emphat- 
ically repeated that the chief element 
of value in every ad is not its size, nor 
its position, nor the medium in which 
it appears; but that it is the ad itself, 
what it contains, what ideas it conveys. 
Advertisers, therefore, owe it to them- 
selves to give more earnest thought than 
most of them do to making their an- 
nouncements worthy of the space they 
are to occupy. Otherwise their money 
goes to waste.—Advertising Experience. 


SIX STORY ADVERTISERS AND 
ONE STORY A 

Unfortunately too many full page 
houses are apt to use quarter page 
space. It is hardly consistent for a 
big wealthy successful house to make 
their first bow through the medium of 
an old-fashioned, small sized, carelessly 
constructed advertisement, which is not 
half big enough to credibly represent 
the business. I do not like to see a 
six story building, with 500 employes 
and a plate glass front, represented by 
a one story _ad with old fashioned win- 
dows.—St. Paul Trade. 


a + 
Classified Advertisements. 


Advertisements ner: this head two linesor more, 
without d . 25 cents a line. lust be 
hand in one week in advance. 


WANTS, 


HE TIMES-DEMOCRAT, Charlotte, N. C., leads 
all semi-weeklies in the State. 
HE CHARLOTTE NEWS heads the list of 
afternoon papers in North Carolina, 
ORE than 200,000 copies of the morning edi- 
taon of the World are sold in Greater New 
York every day. Beats any two other papers. 
ABT Your second-hand make-up turtles, 
adjustable to 8 columns. Ad 
dress EVENING TE TELEGRAM, West Superior, Wis. 
yoo 1 advertising solicitor at once. 
State expert ence and salary expected. 
THE HOUSTON CHRONICLE, Houston, Texas. 
XPERIENCED adwriter, illustrator, college 
educated, also good correspondent, sten 
rapher and typist. seeks position. ‘“‘AD-MAN," P. 


Cronies of 2 of Jewish Life wanted by the AM ER- 





CAN {[SRAELITE, of Cincinnati. Mark > 
wanted on manuscript and lose postage for 
return if not acce 

ANTED—Position as acveriitn manager 

and ee - ae live daily; fi nm years’ 

experience ; ed with foreign —- 
and agencies. ee “MANAG Pp. 


Pot execu publishers want man or woman 
of executive ability and experience as man- 
r, subscription, posresenerees, collections, 

iso circulation 
Station D., City. 


* ENERGY,” Box 32, 








GEA®ONED man of tact, grit ‘and push wants 
position as solicitor for advertising on clean, 
meritorious ‘proposition.” No make-shift. Past 
work apes reasonable rantee. Last em- 
poyers. Geo. P Kowell & If you have any- 
wing that will bear short - ran summnination 
* KEEN,” 10 Spruce 8t., 


VERY publisher who will donate some space 
to the worthy cause of the Surplus rr 
erty Orphans’ Home and Industrial School wi 
receive a certificate in colors, suitable aw be. 
ing ie, —— Write at once, stating how much 


ou 
° SURE US PROPERTY onemare HOME, 
Box 85, Welsh, 


WP ANTED—For New York City and in other 
principal cities of the United States, cor- 
respondents who have the ability and experience 
to write upon commercial, industrial and finan- 
cial advertising topics, including the capacity to 
carry out assignments for interviews. Appli- 
cants must possess the faculty to write terse, 
+» virile, common sense English—a mind open to 
observeand conceive. Paddersand space wasters 
are not desired. Write to‘ A. A. A.,” care Box 
672, New York City, giving references, short 
sketch of own life, and experience, if any. 
>>—__— 


ADVERTISING MEDIA. 








Ts home advertisers use the CHARLOTTE 
i (@.C.) NEWS. 


CE aoeeers inc h per day; display advertisi 
25 ENTERPRISE. Brockton, Mass. 


4 WORDS, 5 times. 25 cen 25 cents. DAILY ENTER- 
PRISE, Brockton, Mass. Circulation 8,000, 


JOPULATION, city of Brockton, Mass., 40,063. 
The Brockton ENTEKPRISE covers the city. 


i ie CHARLOTTE NEWS prints more adver- 
tising than any other North Carolina daily. 
It pays. 
75 CENTS a single column inch per month; 
2) 50 cents on yearly contracts. TOWN TALK, 
Ashiand Oregon. 


3: » WORDS, one month, 35c., classified colamn. 
0 ) Circulation 75,000. "FACTS AND FICTION, 
born St., C Chicago. _ 
AN person advertising in in PRINTERS’ INK ft 
the amount of $10 or more is entitled to re- 
ceive the paper for one year. 


TRADE PRESS LIST, Boston, shows through 
its compiled lists the trade publications of 
the world, under specific headings. A most val- 
uable office reference. 
Reorae Directory indicates that the CHAR- 
LOTTE NEWS and TIMES-DEMOCRAT are 
two of the best advertising propositions in North 
Carolina, 
OWN TALK, Ashland, Ore Oregon, has a 
teed circulation of 4,500 copies each issue. 
Both other Ashland —— are rated at less than 
1,000 by the American an Newspaper Directory. 
DVERTISERS’ GUIDE Rowmartet, N. J 
Circulation, 5,000. Mail paid one 
ieee. Oe . Ad rate 0c. t. 8 line. Close 
Postal card d_ request will bring sample. 
NLY 50c. 
list of 1 


r line for each insertion in entire 

country a Joosted most 
ew York, New Jer Pennsy. 
UNION PRINTING CO., “* vO. a NY. 
$1 0 WILL pay for a five-line advertisement 
or weeks in 100 |Ilinois or Wi 
On, Be, wspapers, CHICAGO NEWSP. 
UNIO _ eaerese St., tulogue 
applicatio 





New York. Cai 




















Fg afternoon ctuetintion, lenges adver- 
tising ronage, progressive city, 
most prenere 2 section o of f the State. These are 
commend the CHARLOTTE 


oR. 5,7 he 


r ee YOUNGSTOWN, O., VINDICATOR, jee 
ing newspaper in stern Ohio. Daily, Sun 
day and weekly. Circulation statemen' ‘ 
rates for space of LA LA STE - MAXWELL, Nas- 
sau Beekman Bldg,, N. Y. City 


50, 000 GUARANTEED a 15 cents 
vd a line. That’s what the PATH- 
FINDE R offers the advertiser the first yo 
every month. Patronized by all leadin; 

order firms. If Fy are advertising and do not 
know of > ATHFIN ing you are find rates. 
something geod Ask 

THE PATH INDER, Ww achington’ D le 

—— ++ ——_ 


SUPPLIES. 


W, 2, WiEson PRINTING INK CO., Limited, 
« of 17 Spruce St., New York, sell more mag- 
i cut inks than any other ink house in the 


i prices to cash buyers. 


PRINTERS. 


F ag are not satisfied where you are, try us. 
e do all kinds of book =e SON TON 
rinting promptly and satisfac ON 

RINTIN COL 156 Vandewater ‘oe Now York. 


ar ALL SPACE WELL USED 
How often you hear somebody say : “ Now 
there's a small space well used. It stands right 
oT “4 told en . hi t ht 
he bold ty cal arrangement caug! 
the eye and Made that smal mall ad stand out more 
prominently than one twiee its size, but not so 
well ee 
One of the things we particularly pride our- 
selves on, is this ability for setting advertise- 
ments that are bound to be seen, no matter what 
position they occupy in the paper. Your local 
rinter probably has not the equipment for doing 
his that we —~ probably he doesn’t know 
how as well as w 
We furnish clectrtype too, = ‘ou like 
This is only one of nm ald 0 for advertis- 
es, boo! i 








ers—the printing of ca’ ognes, klets, circu- 
lars are some of the ome 
We make o- stand ont of the crowd too. 
RINTERS’ INK PRESS. 
10 Spruce St., New York. 
coeeeremecenng is GenenaeEREEND 
MISCELLANEOUS. 


ag can get a fac-simile reproduction of the 

Declaration of Independence by sending 
20 cents — to Lock Box 1,000, Hawley, = 
nesota. Will attract more caeation t 
thousand-dollar —_—s 





TO L LET. 


tf) eet “Three ottces at No. Ru Spruce Bt. 

Ren », $500. respectively. pply 

to GEO. P. ROWELL & 'CO., owners, on the 
premises. 





—_~+o+—__—_—_. 
INVESTMENTS. 


HE TROPICAL BUILDING AND INVEST- 
MENT CO., 64 Obispo St., Habana, Cuba, has 
something of interest for Real Estate 7% or 
others wishing to make some investment in Cuba 
—_++ —_—_—_ 


CALENDARS. 


OST artistic line of advertisi calendars 
ever grt Write for price li 
ASSETT et SUTPHIN, 
Bs Beekman St., New York City. 


—— +o - 
STEREOTYPE OUTFITS. 


OLD — stereotypin ona, $13.50 up. 
C ae = graving nm A h material, 
or wer circular saw, wall iron, $27. 
ENRY. rae RS, 240 E. 33d St., New York. 


- 
HALF-TONES. 


RY the hu department. News; r half- 
T tone quicker than Jack i Robinson. STAND- 
ARD, 61 Ann S8t., New York. 


ERFECT copper “half-tones, 1-col., $1; larger 
10c_ per in. THE YOUNGSTOWN ARC EN- 
GRAVING CO., Youngstown, Ohio. 
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TRADE JOURNALS. 


I ARDWARE DEALERS’ MAGAZINE. 
Sample copy 10 cents, New York City. 


FOR SALE. 


HE CHARLOTTE NEWS and TIMES-DEMO- 
CRAT have the = Yo in the 
best city and county in North Varo! 


OU can buy space in the tea NEWS at 
reasonable rates. It carries more advertis- 
ing than any - 44 = North North Carolina daily. 


~ PACE for sale in every issue of FACTS AND 
FICTIO: <_< 20c. per line, Circulation 75,000 
— A results that pay. FACTS 
FiGTiON, Chicago. 


Fes SALE—Weekly paper paper with job office ~ 
a The combination cleared $2,100 
ear ; can be made to clear $3,000 in the next 
year” if properly worked. For terms address 
k Box 218, West Superior, Wis. 


Por SALE--Semt- -weekly paper at a ba: nin 
idea! Colorado mountain city of 6. 
ulation. Annual business about $16,000. ‘Monthly 
pay roll from Fe E smelter and mines 
about $150,000. ce $8,000. cash, balance 
long time. FRANCIS SHINE, Leadville, Colo. 
————_+o+—__—_ 


FOLLOW-UP SYSTEMS. 


RINTED matter telling all about them free. 
THE SHAW-WALKER CO., Muskegon, Mich. 


PREMIUMS, 


Mert HALSTEAD’S books have had pomneae- 
A able sales. Over 6,000,000 sold in 6 

Demand Laue ng. We have pub’ ished 
10 different books by this author. Best of premi 
ums for new: HE DOMINION Ox vend wholesalers. Satisfacto- 
ry prices. T: OMINTON CO., Dept. D, Chicago. 


Rasees goods are trad are trade builders. Thou- 
ds of suggestive premiums suitable for 
publishers and others from the foremost makers 
only wholesale dealers in is welry and ao 
page list price illustrated catalo; 
published annually, x issue now ready 
MYERS CO., 52 Maiden Lane, N. ". 


BOOKS. 
EPARTMENT STORE DIRECTORY 
$1 postpaid. 253 Broadway, New York. 
COIN CARDS. 
$3 PER 1,000. Less for more; an. Printing. 
Do) THE COIN WRAPPER CO., Detroit, Mich. 
ADVERTISI) NG 1] NOVELTIES. 


p= CLOCKS, bronze letter openers, ther- 
mometers, etc. H. D, PHELPS, Ansonia, Ct. 








EXCHANGE. 
XCHANGE what you don’t want for some- 
thing you do. If you have mail order names, 
sock cuts or yer ng similar, and want to ex- 
em for others, put an advertisement - 
Printers’ InK. There are probably many pe! 
sons among the readers of this paper with w on 
zon can effect a speedy and advantageous ex- 
The price for such advertisements is 
25 cents per line each insertion. Send along your 
advertisement. 


PRINTERS’ MAC: MACHINERY. 
E BUY, SELL OR OR EXCHANGE 
Printers’ machinery. material and supplies. 


Type from all foundries. 
BS ee tay furnished. 


ONNER, OP ENDLER & CO., N. Y. City. 
ae 
MAILING MACHINES. 
HE DIO ne wang lightest and 
ce $12. VALENTINE, 


uickes 
Mfr., 178 Tenens tee Baftalo. x ¥. 





qui juss 
ADVERTISEMENT CONSTRUCTORS. 
D-RHYMES that have rhythm and life and 
sense. PARK, Caxton Bidg., Buffalo. 
DWIN SANFORD D KARNS, writer and pro- 
moter of profitable publicity, 571 East Forty- 
third St., Chicago. 
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EST cuts and writing to advertise goods at 
tail. lain bi business for prices. THE ‘ART 
LEAGUE, New York. 


ENRY FERRIS, his 
918-920 Drexel ne 
Ad-writer, designer, advis 


HE MISSES HOFFMAN, 

1206 Woman’s’ _Somate Chicago, Il. 
Advertising Pd, wri and illustrators. 
Savings bank ads a ‘specialty. 
Noval * syndicate ” work in Co I give individ- 

persons, exclusive service to each client 

in his special line. Advertising. © 
Booklets. DAVID EK. GOE, Madison, Wis. 


A DWRITERS and designers should use this 
column to increase their business. The 
2 cents a line, being the cheapest 
f any medium published ” consi ering circula- 
tion andinfluence. A number of the most suc- 
writers have won fame and fortune 


mark, 


— is onl, 


use 
Seeae small ane kept at it. mt. may do like- 
Ad 4 ? IN. ad 10 Spruce 


EEN at it 12 years; p thousands of 
ad: pe JR ry ave won five prizes 
ad wri sts, but have not allowed my 

Tn to wither apy pressure of t laurels ; 

am fo ah ;.closer student of advertisin; 

eh 
study and long train particular people 
fave given me the knack of 8a; poying the mens 
shine without “slopping over”; short, I ha 
learned what to leave out of an ad,as “well as 
what to putin. Can ee use me in’ your busi- 
ness? 5574 Halsey St., Brooklyn. 


TELLING ”—LITTLE THINGS. 
Tis: the little things that “ tell” in advertis- 
ing, “little things ” that can be read at a glance 
plenty long enough to ray all that need be said— 





not long enou h to “ bore” a busy man. I make 
lots of such “ little things ” that will slip into the 
enveloy nd the mind of their re- 


regu! 6 

pe rl fae Mai ted, are 

and taste! rin’ 

— —. Y By the persistent —_ you ames = 
trifling cost fA. ae and isc 

stantly in minds whose recollect: boty ° you at the 

proper moment means an order t 

goes to ja man wi C4 Sate a 

glad to send you Sai —_ 

really “ fetching” Mail sina and 

if you write me Se lettere-not it postal 
suggests 


“FRANCIS iM MAULE, 
Sansom Street, 
No. 19. Philade elphia. 


CONDINS my wets, almost entirely to la: 
ctur’ who! 


lesale concerns—{1) 

— se that either —y -& army 0 lesmen who 
sella many more goods with the aid of 
property irected suivertisiog. or (2) those that 
use advertising as their selling force pure and 


1 go into things very thoroughly. I am not 
content to give a man apiece of good advertising 
literature and let it oe at Fherape I want to know 
what he is going to do with it after he gets it. 

if he is not getting ther fuii possibilities out of 
— advertising I su; —= how, in my judgment, 


get better returns, 
re than simply adwriting. 
Obviously, I can’t t do. it for very many clients. 
And I ‘ee to do a few big ti s well rather 
umber more or less su cially. 
‘ some of the thi tity have done .- shown _ 
large folder espec: ‘or those in- 
terested in such service. 3. Who wants it? 
EDM BARTLETT, 
150 Nassau St.. New York. 


To Manufacturers. 


I bave just completed a small book for a 
manufacturing giaeeen, to send to its trade. 
shows the re rs and their salesmen jxactly 
how to show the public why this concern’s g 
are rior to any others of the kind. I have rn 


Slips, if tactfully written 
sr a infallible ant antidote 





| ‘samples of the book. which I shall be pleased 
manufacturers or wholesalers who 
the same thing, or something 


Wolstan Dix LEY, 
WRITING, ILLUSTRATING AND ING FOR 
ADVERTISERS. 
156 FIFTH AVENUE. NEW YORK, 


send 
think of do 
like it, 
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Clubbing Rate for Autumn of 1902, 





PRINTERS’ INK will be sent to any 
address from now to January 6, 1904, 
for Five dollars. 

PRINTERS’ INK will be sent to 
any address for five years, from 
now to January 1, 1908, for Ten 
dollars. 

Five copies of PRINTERS’ INK or- 
dered by one person, but sent to five 
different addresses if desired, will be 
sent from now till January 6, 1904, for 
Ten dollars. 

Any person securing fifty dollars for 
subscribers, on the terms specified 
above, may deduct twenty dollars as 
an agent’s commission and remit 
thirty dollars in full settlement. By 
these terms a payment 1d thirty dollars 
will secure 


One subscription for Greer INK 
for twenty-five years or 

Twenty-five subscriptions for PRIN- 
TERS’ INK for one year. 

These terms hold good until Decem- 
ber 31st, 1902, and no longer. 

This offer is favorable for advertis- 
ing schools who wish to present their 
pupils with a year’s subscription to 
PRINTERS’ INK, and for newspaper 
men who wish their local advertisers 
to read PRINTERS’ INK regularly, and 
thereby become more intelligent and, 
therefore, more liberal users of adver- 
tising space. 

Canvassers may have sample copies 
free on application. 





Address all communications to 
PRINTERS’ INH, 
10 Spruce Street, 
NEW YORK. 
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A LESSON IN THE HIGHER BRANCHES 








SPRINGFIELD, MASS., DAILIES. 

SPRINGFIELD, Mass., Nov. 11.—Now 
that advertisers are more interested in 
permanent quality than fluctuous quan- 
tity, the newspaper situation in this 
city is very interesting. . First, because 
the dailies of Springfield are good news- 
papers; second, because the Union, 
which is published both morning and 
evening, is accorded the larger circula- 
tion of the three; third, because the 
News is a penny paper and is rated by 
some newspaper directories as having 
a circulation less than either the Unton 
or Republican; fourth, because the Re- 
publican is a three-cent paper, enjoying 
a large circulation—a circulation that 
is esteemed more even for its selling 
qualities than for its quantity. 

After all, what is quantity of circu- 
lation to the advertiser if it doesn’t 
sell goods? Forty thousand newspapers 
sold to certain classes would not re- 
turn $100 in trade, perhaps, while an- 
other paper with half, or even less 
than half, the circulation would sell a 
thousand dollars’ worth of goods to a 
different class of people. That’s why 
quality has superseded quantity—the 
natural sequence of the recent circula- 
tion craze. 

Rowell’s Newspaper Directory gives 
the Union for 1900 a rating of 21,909 
for its two editions morning and even- 
ing; the News, 1899, 7,811, and the 
Republican, 15,482. The Republican is 
one of the few newspapers in the coun- 
trv to be awarded the double bull’s eye 
by Mr. Rowell, signifying that it is 
regarded more for the quality of its 
circulation than the quantity. 

Newspaperdom maintains that the ad- 
Vertiser is the best judge of a newspa- 
per $ quality after all, for it is he who 


pays good money for space—hence, the 
newspaper that returns the business is, 
regardless of circulation figures or 
claims, the paper most desirable to the 
one who advertises. To show the rela- 
tive advertising of the papers of Spring- 
field, we append here a table made from 
measurements of the issues of October 
8th last, which was a Wednesday, a day 
generally good with all newspapers, and 
is, therefore, fair to all three. Here are 
the figures: 

Pages Want Local General 


Republican... 16 2,611 6,748 567 
ee 16 1,283 5,719 2,730 
ere 455 6,461 1,442 
TOTAL NUMBER OF LINES: 
Republican ..... aeoonswns - 9,926 
PN avetssseeswowes mace 9,732 
Ge wasenascesen (etenhinn - 8,358 


The Republican is essentially a home 
paper—clean cut, forceful and influen- 
tial. The excellence of its news and lit- 
erary service has made it a daily of 
power in city, State and national af- 
fairs. Its circulation does not cease 
with the confines of its own city. It 
circulates in many Massachusetts towns 
and cities, and wherever it is read, it is 
read with deliberation and respect. And 
where a daily is read with respect isn’t 
it reasonable to suppose it brings results 
to the advertiser?—Newspaperdom, N.Y. 

SPN eas 2 


Every successful product has seen its 
dark days and been assailed by knock- 
ers—se do not allow criticism to un- 
nerve you—but heed that which you be- 
lieve to be fair-minded and unpreju- 
diced.—The Advisor. 


Bits + 
Tue paper than can show ty 
exchange list is not always e best 


advertising medium.—White’s Sayings. 
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By George Ethridge, 33 Union Square, 
New Yor, 

The reproduction of a ‘Dewiaion Line 
magazine advertisement, here designated 
as No. 1, shows what is undoubtedly a 
good advertisement. The drawing was 
an excellent piece of work and the ef- 
fect of the ad as a whole was well bal- 
anced and attractive. However, it will 
be seen that an improvement has been 
effected in advertisement No. 2. The 
artist who made the drawing for ad 
No. 1 overlooked what should be made 
the salient feature of all illustrations 
dealing with Oriental life and scenery. 
The brilliancy of the lights and the 
depth of the shadows in the Orient are 
familiar to all travelers and are neces- 
sary to any illustration which aims to 
be correct and true to nature. ‘Lhe 
strong effect of light and shadow is 
not only natural, but lends itself splen- 
didly to the purpose of advertising il- 
lustrations. It will be seen that in No. 
2 detail is eliminated largely, the fig- 








FROY BOSTON DIRECT TD 


Mediterrancan Sm. 


‘The mammoth Twin-Screw steamers “ COMMON- 
WEALTH,” 13,000 tons, and “NEW ENGLAND,” 
41,400 tons, make regular sailings trom BOSTON 
fo the above ports and through to 


Aicxandria = 


“NEW ENGLAND” Dec. 6, Jan. 17, Feb. 28. 
*COMMONWEALTE™ Jan. 5, Fed. 14, Mar. 28. 
Sead for Sinatrated boobith, 


ee 
ULAR SERVICE TO 


GIBRALTAR, NAPLES and GENOA 
rar 


um AZOLCS etna 


“CAMBROMAN™ Nov. 8, Dec, #0. VANCOUVER” Now, 29, Jan. 0. 
Full particulars and rates furnished upon 
SARANNE, SEELS & CD, Managing Aquat, £0.08 Sum 8 wm ngame 9 deartere St, Calcage 


©. LOW, v0 Brenner, Mew ork 1D. TORRANCE & CO, Mostmst, Gm. 
JF BRADY RO, sang Paw Se, St nto Hw Fw LABEL, uy Soot Tuo Oh, ertenepeta, en? 


No.1 


ure in the foreground is brought out 
more prominently, the headings of the 
advertisement are given a stronger dis- 
play and the whole effect is simpli- 
fied, makes a oy appeal to the eye 
and achieves a result of which the orig- 
inal advertisement falls a little short. 
The improvement is obvious and offers 
an excellent example of the manner in 
which a good advertisement can often 
be made much better. There is no use 
in being captious about the subject of 
commercial art. We all should be per- 
fectly fair and prompt to recognize 
me1it wherever it may appear. At the 
same. time these are strenuous days in 
the advertising business, particularly in 
the magazines and in the newspapers. 
Thousands of very clever advertisers are 












PRINTERS’ INX, 
COMMERCIAL ART CRITICISM. 


making every endeavor to use their 
— in a manner which will make 

stand out above their surround- 
ings. Such being the case, it is worth 
while to give the matter of display 
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No.2 


more attention than ever before and 
to take advantage of every method by 
which more strength and prominence 
may be obtained. 


AN ADAPTABLE IDEA. 

Purchase a quantity of handsome 
fancy half-hose of fine quality to use as 
features in your window display. Charge 
them up to your advertising account 
and when they have served their pur- 
pose sell them at cost as ano 
advertising feature. But by putting be 
fore your trade shoes shown with hand- 
some hosiery, you educate their taste, 
show the possibilities of foot dressing 
and prove, what it is most important 
that a man opening a new department 
should prove, that you are up-to-date 
in your ideas and that style as well 
as quality characterizes your stock. 
buyer of a hosiery department in con 
nection with a shoe stock had his at- 
tention called to some delicately em 
broidered silk hose shown with men’s 
shoes. “Do you sell those flower gar- 
dens for men’s feet?” “Oh, no, except 
occasionally to Johnny boys or foreign- 
ers, but they attract attention to our 
department. People see that we - 
very individual effects and it gives 
a name for originality that helps the 
sales of other lines. We may 
money on those socks, but they make 
us a profit by advertising the lines @ 
demand.”—Apparel Gazette. 


1% Jay to 
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Do not be sparing of samples of mer- 
chandise that is capable of being 
ally sampled.—The Advisor. 
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THERE are sO many good ways to ad- 5 a journal for ad- 
vertise—and so few people who can ad- sentative paper o nd 
certise in these ways and do it right.— Subscription 


White’s Sayings. 10 SPRUCE St., New YorK. ¥ ory a year in advance. 








i 
Money makes the mare go and if that WANTED TI 
mare ever had any name that name 
was Advertising.—White’s Sayings. A Competent Ad- Writer 
| to take position as instructor in prominent con- 
cern. Send samples. State wa; desired and 


‘Displayed Advertisements. | Ssperience. “address J. BOWEN, 
Box 233, Scranton, Pa. 











so cents a line; $100 a page; 25 per cent 
extra for specified position— if granted. CONSULT 
Must be handed in one week in advance. 


canapa. | Cordon Goleh 


" - - On British and Foreign Advertising. 
ANADIAN ADVERTISING is best done by THE - : 
DESBARATS ADVERTISING AG’Y, Montreal | St. Bride 8t., London, Eng. Founded 1853. 

















has often claimed a larger sale than 
any other periodical ever printed, and 
the claim has not been known to be 


COMFORT, printed at Augusta, Me., | 
| 
| 
| 


disputed.—PRINTERS’ INK, Nov. 19, 1902. 


8 Joliet An 
COMFORT has the eid circulation Inviting Field 


of any publication of any kind anywhere, 
It has a bona-fide circulation of ONE 
MILLION AND A QUARTER copies a month, 
which go out through the Augusta Post article to sell the public, 
Office in separate wrappers to just that ‘ 
number of individuals. The advertiser something you can offer 
can have any kind of a proof or guaran- 
tee of this circulation that he wishes or 


If you have a genuine 


on honor, the Joliet 


calls for. News offers an inviting 

COMFORT goes in:o the homes of the field for exploiting it 
people, and there is not the smallest ham- 
let from Macinac to Mexico and from Daily circulation, 6,549; 
Maine to California that does not contain 


subscribers to this popular monthly. weekly, 2,650 to farmers 
COMFORT’S forms close on the rsth only. Gilt-edged, paid 


of the month. Ask any advertising agent 


about COMFORT or write subscribers. 


W. H. GANNETT, Pus., (inc,), 


). BALDWIN, 
AuGustTa, ME. 


Adv. Mgr. 


NEW YORK OFFICE, TOT TEMPLE COURT, 


CHICAGO OFFICE, 1636 MARQUETTE ores 




















Free Test Blank. 


which will enable me to tell you exactly 
what your future in advertising is likely to 
be. Eight of Chicago’s most success- 
ful creative advertising men assist 
me in instructing students. Their in- 
fluence will be valuable to you all your life. 
WITT K. COCHRANE, 
PRESIDENT AND GENERAL MANAGER, 


DOUBLE 
CHICAGO COLLEGE OF ADVERTISING 
YOUR INCOME 79 Isabella Building, Chicago. ; 
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Readers of 
German Papers 


are among the best buyers of pro- 
prietary medicines or anything else 
which they need. 

You do not duplicate circulation 
in advertising in the German pa- 


pers, 


as must be the case in the 


use of English mediums. * 


The 


Toledo Express 


has covered the German field of 
Toledo and Northwestern Ohio 
for forty-nine years and retains the 
advertising patronage of both local 
and general advertisers, because it 


pays. 


Continuous advertising in 


the Express brings good results. 


Toledo Express Co., 


Toledo, Ohio. 























After December 31, 1902, 


American 
Newspaper 


Directory 


Dollars 


THE PRICE 


of the 


will be 


Len 








for each volume. 























We Write 
We Illustrate 
We Set in 
Type 


and furnish electrotypes 
of advertisements that 
both attract attention and 
sell goods, Our ads are 
merely common sense 
arguments combined with 
original and attractive 
display that causes them 
to stand right out on 
any page and demand their 
full share of attention. 


We also prepare 


Booklets, 
Circulars, 
Folders, etc. 


in a plain, convincing man- 
nef and print them as plainly 
of as elegantly as you may 
desire. Let us know what 
you want and we will tell 
you what we can do for you. 


A sample of our Large 
Postal may be had for 
the asking—send for it, 


PRINTERS’ INK 


PRESS, 10 Spruce St. 
New York, N. Y. 
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Poreseeseeseeeeoeee 


READY-MADE ADVERTISEMENTS. 


s or circulars,and any other suggestions for bettering this department. 











Readers of PRINTERS’ INK are invited to send model advertisements, ideas for window 
card: 


Don’t slight your Christmas ad- 
vertising because you are getting 
plenty of Christmas business— 
keep on pushing for more and you 
won't mind so much the after- 
Christmas slump that’s sure to 
come. You can get extra help to 
handle extra business, and you've 
got to get enough extra business 
within the next week or so to 
equal a good many weeks of or- 
dinary trade. 

That’s why your ads_ should 
have careful attention and be fre- 
quently changed, right up to De- 
cember 24. 

You'll find that “money-back” 
offers and liberal exchange privi- 
leges will facilitate sales. There 
isn’t so much hesitation about buy- 
ing if it’s understood that the pur- 
chase may be exchanged for the 
money or for other goods in case 
it is not satisfactory; and this me- 
thod often effects sales that might 
not otherwise be made. 

Offer new lines of gift goods in 
each new ad—catch with to-mor- 
row’s ad the customers that to- 
day’s ad missed. 

But look out that your Christ- 
mas advertising isn’t better than 
your Christmas store. Christmas 
disappointments are likely to be 
lasting ones and you can’t afford 
to have them associated with your 
business. 

Perhaps some of the ads here re- 
produced will meet your require- 
ments, with a little change here 
and there; or, failing in that, may 
serve as a suggestion on which to 
build a good ad all your own. 


A Price Couldn’t Have Hurt this one 
a Bit. 


For Christmas 
Giving. 

What could be better than 
a box of dainty correspond- 
ence paper stamped with an 
initial letter or an artistic 
monogram ? 

We have some new styles 
to show you that are espe- 
cially suitable for Christmas 
giving. 











Den’t Forget that People—Especially 
Female People—want to Know ““How 
Much?” 





} 

Gift Giving 
is a pleasure—but gift 
buying is sometimes a tas 
-——a burden. This store has 
arranged to lighten that bur- 
den for you, in fact, it 
makes the selecting of gift- 
things an absolute pleasure. 
We call special attention 
to our many novelties, some 


few of which we name be- 
low: 

The new “Poet Pillows” 
—so suitable for the Li- 
brary or den. 

Dickens Ware— 

Japanese Goods— 

Indian Art, China, Glass 
and beautiful Pottery— 


every piece selected for its 
decorative features— 

New Pullows, specially de- 
signed for Dens, Oriental 
Corners, etc.— 

Artistic Lamps and Globes 

Odd pieces of fine old Ma- 
hogany Furniture. 











porting Goods. Rather General in 
Tone, yet Quite Convincing and Hon- 
est-sounding. 


S 





Things Sportsmen 
Want Are Here. 


See the $140 gun. This 
is the time of the year when 
every drop of blood in hunts- 
men’s veins tingles with an- 
ticipation of great sport. 
Hunting is a_ fascinating 
pastime, but in order that it 
be made profitable good re- 
liable firearms and ammuni- 
tion are required. 

Our stock is the largest in 
this part of the State. 

Our prices are as low as 
can be found anywhere out- 
side of the wholesalers’. 











Gas Companies now have an Oppor- 
tunity as Never Before, to Introduce 
Their Cooking Apparatus. 





A substitute for coal, cook 
with Gas. $2.50 will buy a 
three-burner stove. $3.50, 
will buy a stove with oven. 

Hundreds of families in 








Danbury and Bethel have 
done their cooking with gas 
before the rise in the price 
of coal. They are still doing 
it. Try it and save money. 
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Very Timely. Note the Liberal Offer 
of “Money Back After a Two Week's 
Trial.” This will Sell Stoves. 





Don’t Get Scared! 


Heat with ail! A good 
oil heater like those we sell 
will heat almost any room. 
They can be easily kept clean 
so that there will be no 
smoke or odor. Our $3.90 
and $+.90 Puritan Oil Heat- 
ers (according to finish) will 
heat an ordinary room, and 
our large $9 Aluminum will 
heat a large room in_ any 
kind of weather. ‘Your 
money back” after two 
weeks’ trial if you are not 
satisfied with any heater we 
sell. Five prices: $3.50, 
$3.90, $4.90, $7.00, $9.00. 











This one Almost radiates warmth, 





Eiderdown Robes. 


Women who had comfort- 
able robes of this warm, 
fleecy material to hurry into, 
were grateful on those cold 
mornings at the end of last 
week. And they're but a 
foretaste of colder days to 
come. 

Meanwhile these cozy An 
eiderdown robes areready for 
you, in splendid variety. 
They are all of ripple eider- 
down, excepting the first 
mentioned; in the favorite 
plain colors; with fitted 
backs and full front. And 
priced all the way up from 
$3-75- 











The Savings Bank Should Suggest 
Opening Accounts for Friends and 
Relatives as Christmas Presents. 





Four Per Cent | 
Interest on 
Savings. | 


Be up and doing. | 

Don’t wait for a lucky 
turn to raise you above your 
fellows. ag 

Success is always waiting 
for the man who can do 
things. 

Start a saving account and 
build up a surplus that will 
enable you to take advan- 
tage of opportunities—and 
protect you against muisfor- 





tune. : : 
4 per cent interest at this 
bank. You can bank by 








mail. Booklet free. 








INK. 


Has a Ring of Sincerity. 


Christmas 
Candies. 


Might almost as well have 
no Christmas presents as do 
without the Christmas meed 
of Candy. It is one of the 
most important requisites for 
a proper enjoyment of the 
feast. On that day, and for 
days afterwards, as long as 
the supply holds out, old and 
young alike deliver them- 
selves over to revelry in 
these sugared delights. 

Need have no fear of the 
consequences attendant upon 
an even reckless indulgence 
in our’ candies. Naught 
but the best and purest of 
ingredients enter into their 
make-up; nothing but care 
and cleanness in manufac- 
ture and surroundings. And 
hesides, they’re absolutely 
fresh—a rarity in candy at 
this season. And just at this 
time—yesterday, in fact 
comes a fresh shinment from 
the factorv. of mixed choco- 
lates and assorted candies. 
Of either kind vou can get 





(kinds and prices). 





Attractive Credit Proposition for 


Christmas Business. 


| Useful Presents. 


We are trying to make 
Christmas shopping easy and 
comfortable for you and our 
special terms are bound to 
meet with a hearty response 
at a time when everybody is 
interested in having a dol- 
lar go a long way. Practi- 
cal people turn aside from 
the trifling nothing and take 
advantage of the extraordin- 
ary inducements we are mak- 
ing to encourage the buying 
of useful articles. 

$5 worth, soc. down and 
soc. a week. $10 worth, 
75c. down and 75c. a week. 
$14 worth, $1 down and $1 
a week. $25 worth, $1.50 
down and $1.50 a week. 

Is there a nice and more 
useful present for your hus- 
band or boy than an over- 
coat or suit? Is there any- 
thing that will please your 
wife or daughter better than 
a stylish jacket, a cane a 
skirt or a trimmed hat? If 
vou want any of these goods 
for Christmas Presents, say 
so! You shall have them at 
once. Your bill will not be 
due urtil a long time after 
the holidave 
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Always Gets 
or Sv. 


Minister 





| 


House Coats 


For your own comfort—if 
you ‘re a man. 

For best of Holiday gifts 
—for a man. 

The man who has nobody 
to think of but himself, and 
the man who has somebody 
to think of and for him, 
both enjov the possession of 
house coats or smoking jack- 
ets 

It’s mighty comfortable to 
come home at night, and 
slip into a coat that you’re 
not afra‘d to wrinkle; and 
it’s gratifying the next day 
to go to business without 
the wrinkles that the house- 
coat got instead of your sack 
coat. 

The csmplete holiday stock 
is ready now. Fine _ choos- 
ing for a man himself—fine 
choosing, too, for somebody 
thinking for him. 

The way to buy a _ house- 
coat by measure, if the gift 
is to be a surprise, or if for 
any reason the man_ cannot 


try it on, is this: Measure 
the distance across. the 
shoulders of his ordinary 


coat, and the underseam of 
the sleeve from shoulder to 
wrist. 

Prices run like this. | 








How 


’s This for a “Multum in Parvo 
Job? 





Holiday Clocks. 


From the dainty little gilt 
clock for the writing desk 
or boudoir to the tall affair 
that stands sentry on the 
stairs—they are all here, 
silent or silver-voiced, but 
all ready to tick merrily 
away for the rest of their 
natural life, for yourself or 
your friend. For—of course, 
the holiday suggestion’s 

strong in this clock showing. 

Some of the numerous at- 
tractive kinds: 














Silk Suspenders. 


\ fortunate transaction 


this for those who wish to 
add the gift of a pair of 
Silk Web Suspenders to 


their Christmas remembrance. 

These suspenders are made 
of excellent Ottoman silk 
webbing, as serviceable as it 
is handsome. Colors are two 
shades of tlue, scarlet, ma- 
roon, purple and old rose; 
leather ends; heavy plated 
gilt buckles and trimmings; 
glove-button and trimmings; 

Regular $1 quality, at soc 


a Dozen 





Sal 








Good Introductory for the Descriptions 
and Prices that Interest Christmas 
hoppers. 





Christmas 
Shopping Time 

is here. Many people 
buying now—they are the 
ones that don’t have to 
“save up” and who select 
most luxurious things, but 
why not the others? Is it 
not more important they 
should spend their money to 
the very best advantage and 
should not be compelled to 
select in a hurry? We are 
ready now—everything is 
here that you’ll find later, 
except the crowds. Better 
miss them if you want first 
choice and comfortable shop- 
ping. We'll lay anything 
aside for you, on payment of 
a small deposit and keep 
until Christmas. 


Christmas Next! 


There are none too many 
days "tween now and Xmas 
time to give due considera- 
tion to the choosing of that 
present, especially if tis in- 
tended to give something of 
so much importance as a 
watch. 

We're rather proud of our 
watch stock. Nearly every 
one we offer is a late pur- 
chase, chosen from the best 
of the medium and _ lower 
priced goods of the different 
makers. Many good kinds, 
many prices. 

Some prices in solid gold 
as low as $16.50, others up 
to $42. In gold filled, as 


low as $8, others up to $22 














I am indebted to Mr. Fred L. 
Olds, ad-man for W. H. Davidson, 
clothier. Alpena, Mich.; Mr. Chas. 
H. Till, of St. Louis; and Mr. J. 
Ernest Thompson, a Toronto, Can- 
ada, adwriter, for some excellent 
window-card wordings, many of 
which will be reproduced in an 
early instalment of this depart- 
ment. 

Specimen advertisements of un- 
usual merit have come to me from 
Mr. E. J. Paxton, Manager of the 
Paducah Daily Sun. Paducah, Ky.; 
Mr. B. F. Duryea, of San Bernar- 
dino, Cal.; Mr. Angley, a Water- 
town, N. Y.. photographer, and 
Mr. R. Van Kleek, of Flushing, 
N. Y. These will come in for such 
comments or criticisms as they 
seem to deserve in the near fu- 
ture. 
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‘* The best ads I have ever seen were written by 
Wolstan Dixey. He gets nearer the people than 
any other adwriter of the day.”—Printers’ Inx. 


A Practical Course 


In Advertisement Writing 
and Management. 


No matter what anybody says to the contrary, 
any intelligent young man or woman can master the 
vital principles of advertisement writing and man- 
agement—if guided by one who combines practical 
experience with ability to teach and train others. 

Fifteen solid years of face to face, hand-to-hand 
contact with the actual daily work of advertisement 
writing and management—as advertising manager 
of the National Cash Register Co., the Library 
Bureau, the Engineering Magazine and other large 
concerns and as advertising specialist preparing 
plans and copy for some of the most prominent 
advertisers in the world—has given me the closest 
familiarity with practical advertising problems. 
And what I have learned I can and do impart to 
others. 

Many young men and women under my instruc- 
tion have qualified for and are now occupying 
well-paying positions, and I am constantly asked 
for more such people. 

Some business men who already possessed con- 
siderable experience assert that my instructions 
have been of great value in helping them to make 
their advertising more effective. 

My course in advertisement writing and man- 
agement is practical and personal. I adapt it in 
each case to the particular situation of the individ- 
ual student, so that he receives the precise training 
which he most needs, and gets practical benefit 
from the start. 

I believe there is no other course which gives a 
student so much real help for so small a charge. 

Full particulars on application. 


WOLSTAN DIXEY 


Advertising Specialist 


156 Fifth Avenue New York 
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IT HAS THE CIRCULATION 
IT HAS THE ADVERTISING 


The New York Evening Telegram 


goes into more homes of buyers in the city of 
New York than any other afternoon paper. 


~~ TF*& 


It has published every month this year 
more advertising than any other afternoon 
paper in the city of New York. 


~nr& 


It has published during the eleven months of this year 
256,¢¢@2 advertisements in its Exchange ard Small Classified 
department. No other evening paper in competition with the 
Telegram carries any of this business. 


~ Fe & 


During the last eleven months the Telegram published 
2,720,968 lines of PAID advertising. The percentage of gain 
over the eleven months of last year is 41 3-10 per cent. The 
following figures for November constitute a fair index of the 
Telegram’s business for the year: 


1902 1901. Gain. 
Total HMES ..ccccccee 284,640 244,900 39,740 
Refail stores .... ...- 111,645 107,106 4,539 
Miscellaneous .....--- 19,888 10,934 8,957 
Proprietary .....+..++- 39,080 33,903 5,177 


Total number ...-...-- 28,526 21,491 7,034 
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The paper that can command this splendid business 
should appeal to YOU. 
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MILWAUKEE 





Germania 
Abend-Post 


TOTAL DAILY ISSUE 


22,000 


The Milwaukee Germania Abend-Post is deliv- 
ered and paid for in more Milwaukee homes than 
any other German Daily. 














SECOND WARD SAVINGS BANK 
Milwaukee, Wis., December 8, 1902. 


Germania Publishing Co., Milwaukee, Wis. 


Gentlemen: We herewith return the twenty-five thou- 
sand dollars ($25,000) placed in trust with us by you, under 
your proposition of November 7, 1902, as no other publisher 
has made the required deposit. 


Yours respectfully, CHAS, C. SCHMIDT, Cashier. 











The $25,000 deposited by the Germania Pub- 
lishing Company, from November 7th to Decem- 
ber Ist, in the Second Ward Savings Bank, to be 
forfeited if its claim, as published November 7th, 
proved wrong, has been returned, since no other 
publisher met the challenge. 

The Germania Publishing Company is ready 
to renew such deposit, on the same proposition, in 
any sum from $5,000 to $25,000, or more, if it is 
desired. 


(sienee) Germania Publishing Zo. 


MILWAUKEE, December 3, 1902. 
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| Advertising Values 
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me he en modem | City of its size. 

acts eet Bere tee 
Prlateipha Record = 27. ids re 

me = ea gg ae fewer 

Sone inn x ikon 2) Gail) papers than most 
ee me -3s Ge me cities of its size. 
St. Lous - 1 $8683 865 ‘ 
Si. Louis Repeblc == 500,000 18750 Advertisers can reach 
Washiogioe Str; = 536.83 SIT 
———- oe we 350,000 prosperous people 
Datale Hews - 625 = T4000 21958 » dai : ; 
ee through the daily papers of 
oe -S 3S = | Grand Rapids for less 
Boston Post - - 18 [77.397 money than a like number 
EXI is labaaed Mermtgen eee of er ertctng ts Basen Dots Fae 
cis Sie e-cistreserewtesa| Of people can be reached 
ST apa eeeeete| for anywhere else. 
“AL. ni $ The population of Kent 
The Boston Post County (including Grand 
Has the Lowest Rate Per Line Per Thomand Circulation. i ao ain 
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(The Editor and Publisher, Fb, 22, 1902) ties is 352,499; Census 1900. 


Of the sixteen papers named above the Minneapolis Times has the small- 
est circulation, 30,200, which is approximately 50 per cent more than the cir- 
culation of the Herald. But its rate is 871¢ cents per inch per issue, or 24% 
times as much as our rate of 35 cents perinch. Its rate per inch per M cir- 
culation is nearly double our rate per inch per M circulation. 

PRINTERS’ INK about one year ago awarded to the Chicago News a trophy 
for giving its advertising patrons the best value for their money of any news- 
paper in the United States. A paper with a large circulation can afford to 
sell its space at a less basic rate than a paper with a small circulation. And 
yet the rate of the Herald is now lower per inch per M than the lowest rate 
of the Chicago News. 


Per inch Per M 
Name of paper. Circulation. per issue. Circulation. 
Washington Star, 36,193 $1.75 04835 
St. Paul Pioneer Press, 2,715 1.12 03423 
Minneapolis Times, 30,200 875 .02897 
*Grand Rapids Herald, 20,383 «35 201714 
Chicago News, 296,526 5.25 .01770 


Advertisers get better value for their money when buying space in the 
GRAND RAPIDS HERALD 2 2'4 to 3% cents per agate line, 35 to 49 
cents per inch, than can be had in any other newspaper of the same circula- 
tion, so far as we know. 


“Daily average 6 months to Nov. 30, 1902. 


HENRY BRIGHT 
Tribune Bidg., New York Boyce Blidg., Chicago 
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You 
Cannot Cover 
Toledo 
without the 
Bee 











HE BEE is the 
only Democratic 
newspaper in a 
city of 150,000— 


andin Democratic 
Northwestern 


Ohio. It goes ex- 
clusively to a good 
class of people 


that cannot be 
reached by any 
other medium. It 


goes into the 
homes and is 
strictly a family 


paper. 


The best results 
always follow an 
ad in the Bee. 


FOR FURTHER INFORMATION ADDRESS: 


The Bee Pub. Co.j Henry Bright, 
Tribune Bldg., NewYork. 


Toledo, Ohio. | Boyce Bidg., Chicago. 
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THE MERCURY 


The only Morning Paper in San Jose 








Santa Clara County is 
one of the richest districts in the else, 
United States. Bare land sells for, York, 
$250 and $300 an acre, and a fam- 
ily can live comfortably on a five- i 
acre ranch—ten acres is opulence. 
Fruit is the staple. and 120,000,000 
pounds of dried prunes were pro- 
duced last year, to say nothing of 
apricots, peaches and plums. Labor 
is in demand, as in all other parts 
of rural California, and every man 
Jack who will work can get good 
wages. San Jose has a population 
of 30,00c. and Santa Clara County 
60,000. The assessed valuation of 
property in the county last year 
was something over $50,000,000; 
or about $800 per capita. The 
Herald and Mercury are delivered 
by their own bicycle carriers over 
600 square fniles of territoty. 
Uncle Sam’s rural carriers cover 
the sparsely settled mountain dis- i 
tricts, but valley residents will not 
wait for the mails. Their morning 
paper must be at the breakfast 
table. San Francisco 1s only fifty 
miles away, with twenty+four trains 
daily, and its publishers have spent 
many thousands of dollars in at- 
lases, prizes and solicitors’ salaries 
in the effort to conquer the Herald, 
and the Mercury field. This ex-' 
penditure has been nearly ineffect- j 





(From Printers’ Ink, Oct. 29, ’02.) 


THE HERALD 


The only Evening Paper covering the field 





Represented by 
LA COSTE & MAXWELL 
140 Nassau Street, New York City, N. Y. 
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7,000 
= 


DAY 
MORE 


Than its 
nearest 
competitor 
in this 
territory 


















November 
Beat 
October 


Yes, the daily average circulation 
of The Toledo Times 
and The Toledo News 
for November goes ahead of 29,000. 
To be sure, the over ten thousand 
extra sales the day after election 
helped to swell the average, but 
with that out November shows a 
healthy increase over October. The 
30,000 mark is in sight 
and The Times-News 
is going to get there sure. It is 
now by far the biggest and best 
newspaper circulation in Toledo, 
and gets better every month. The 
November average was 


29,272 Daily 


and this table shows it in detail: 











Times and News Combined 


Leal 28.750 .. 22 -- 29,300 
5 and 29,050 | 30......§ 
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THE JEWISH 
‘MORNING 
JOURNAL 


The Only Jewish Morning Paper 


Office, 228 Madison St., New York 


Telephone, 698 FRANKLIN. 





THE JEWISH MORNING JOURNAL 
ives all the news of the day and special 
oe —_ of great interest to the Jewish 
people. 

THE JEWISH MORNING JOURNAL 
is the only Jewish paper distributed by 
regular news companies in all parts of 
Greater New York and vicinity. 


THE JEWISH MORNING JOURNAL, 
owing to its wide circulation, is the best 
medium for reaching the great masses of 
the Jewish people. An advertisement in 
The Jewish Morning Journal gives the 
surest and quickest results. 


THE JEWISH MORNING JOURNAL is 
the only Jewish paper through which 
“Help” can be secured immediately. It 
is the only Yiddish paper which serves its 

readers as an employment bureau. 
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D. F. URBAHNS, 
TEACHER OF 
MEMORY TRAINING AND 
CONCENTRATION OF THE MIND. 


Fort WAYNE, IND., November 19, 1902. 


New YorK MAGAZINE OF MYSTERIES, 
22 North William Street, 
New York, N. Y. 
Gentlemen: 

Through Nelson Chesman & Co., of Chicago, I have ordered a con- 
tinuance of my advertisement in your MAGAZINE OF MYSTERIES. I am 
pleased to say that the money spent in your publication has »nroved to bea 
good investment. 

With kind regards, I beg to remain, 

Yours sincerely, 
D. F. URBAHNS. 
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ALWAYS 
SATISFACTORY 


OrrFice or THE REPORTER, 
We ttsvitte, N.Y., Dec. 2d, 1902. 
Dear Sir: 

In May you shipped usa barrel of 500 pounds of news ink for our 
No. 8 Standard Babcock ress. It has proved very satisfactory and 
we reached the bottom of the keg to-day before realizing that we were 
out of ink. We enclose a check for $20 and you may ship us another 
barrel of the same ink. Very truly yours, 


REPORTER PRINTING HOUSE 


Orricg or THE FREEHOLDER, 
CornwaALL, Ont., Dec. 4th, 1902. 
Dear Sir: 
Please ship by freight 250 pounds of news ink, same grade as I have 
had from you for the past nine years and which was always satisfactory, 
Yours truly, Cc. W. YOUNG, Publisher. 








EWS INK is sold at all prices by the credit ink houses, 
as one man pays ten cents for what another fellow 
can get for seven cents—gauged entirely by the influ- 

ence that is brought to bear on the salesman or the head 
of the concern. | am the only ink man in the United States, 
and in the whole world, as far as | know, that has the 
nerve to issue a net price list and uphold it, and demand 
cash in advance from every one, be they rich or poor, large 
or small. My news ink is guaranteed to be the best news 
ink in the world and is sold as follows : 


25 pound Keg, $1.50 
50 e6é 6é 2.75 
100 ” ” 5.00 
250 ” oe 11.25 
500 “* Barrel, 20.00 





When my goods are not found as represented, | offer no 
petty excuses. | buy them back and reimburse the customer 
for all transportation charges expended. Send for a copy of 
my price list. 1 sell a 25-cent can of job ink as pleasantly 
as a 500-pound barrel. 


ADDRESS 


PRINTERS od 


Spruce St. 


INK JONSON New York 
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Below is the total number of adver- 
tisements that were printed in the 
Philadelphia morning newspapers 
during the month of November last. 


Ohe Philadelphia 


Inguirer 


of course, heads the list. 

But there is much more signifi- 
cance than this in the figures. A 
careful comparison will show that 
the Inquirer not only printed nearly 
double the number of its nearest con- 
temporary, but that it lacks only 
one-fourth of being more than all 
the rest combined. 

Here are the figures: 


Inquirer, - - 71,187 Adv’t’s. 
Press, - - - 35,845 
Ledger, - - 26,192 
North American, 19,949 
Record, - - 14,651 


The advertisers themselves know 
better than anyone else the value of 
the different newspapers as adver- 
tising mediums, and these figures 
show that they give the most sweep- 
ing endorsement to THE PHILADEL- 
PHIA INQUIRER. 














